Ml 



^ 2 7 1962 



fSPONSDR 

THE WEEKLY MAGAZINE RADIO TV ADVERTISERS USE 



A SHOCKING LACK 
OF RADIO FACTS- - 
Special report on the 
need for more dollar 
data p 25 



27 AUGUST 1962— 40c a copy/$8 a year 



SAN FRANCISCO 
A close look at this 
West Coast ad world, 
which builds $140 mil- 
lion yearly P 36 
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WEEKEND ahead with 55% prog ram preference over 
Tiovies among regular late night TV viewers" . . . 
'ULSE, August 1962. Big name performing variety guests 
nd informal comedy adds excitement and 
nterest for that "live TV feeling" . . . extends 
he TONIGHT habit through Saturday and Sunday. 

'WEEKEND will dominate its time period," says Robert Leder, 
'.P. of WOR-TV in New York City. 'tL.^^ 
'We re-scheduled our programing to ~~ — — — _ 
:arry WEEKEND 11 PM to Midnight, Saturdays and Sundays." 

oin the growing list of TV stations and 

advertisers who are tired of tangling with second run movies . . 
;et all the WEEKEND facts. 

arrMyhead productioxs, ix(;. 

i31 MADISON AVENUE, N.Y. 17, N.Y. 
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STS, We Love You! 




We're proudly celebrating the first anniversary of 
what has proved to be the very happy marriage of 
Storer Television Sales and WJBK-TV Detroit. 
In our book, STS rates as America's No. 1 rep, a 
most appropriate partner for the station that rates 
No. 1 in all the books for share of audience, adult 
and women viewers. 

STS has the facts to prove it. Give them a call and 
find out why Detroit's Channel 2 is your No. 1 buy 
for action-packed results in the rich Southeastern 
Michigan market. 
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STORER TELEVISION SALES, INC., representatives for all Storer television stations 



WPEN wins more top awards for 
news in Associated Press Competition 
than any other radio station 
in Pennsylvania . . . 




Results of Associated Press Awards to Radio Stations in Pennsylvania . . . 



OUTSTANDING 
WOMEN'S NEWS 


OUTSTANDING 
COMMENTARY 


EDITORIALIZING 


OUTSTANDING 
REPORTING 


OUTSTANDING 
NEWS OPERATION 


FIRST WPEN 


FIRST WPBS 


FIRST WCAU 


FIRST WPEN 


FIRST WCAU 




SECOND ... WPEN 


SECOND . . WPEN 




SECOND WPEN 



You can't win 'em all, but we believe the above record supports our 
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# HOW TO BARREL 
YOUR SALES CAMPAIGN 
THROUGH 73,496 SQ. ML 
OF THE U.S.A. 
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riio KKI.O-I maikcl i> Ihal 

l.iji! \n(l yt >o (MM to <<.\<M- 
CfiinplctcK oiil\ if \ r>iir com- 

,n<Mvi;il ,.n KFI.O-LAM) 'I \'. 
This major inidwol iiiaikct caii- 
lu.l l.<- ica.lic.l fn.ni Miiinoapolis 
.hnnnels. Nor can it !..■ reached 
from Oiiialia. Jusl one telex ision 
inediuin ihc KKLO-L \ \1 ) TV 
network ]ml> it solidly in xour 
■■sold- colnmn! That's I.eeause 
vonr eoiiimercial on KKI.f)-tx 
SIOI \ K \L1,S aiitomatieallx 
llous tlironfih intereonneeted 
k'DLO-tx an.l kl'LO-tx to hlanket 
exery one of K l-.L()-L.\ M )'S 73.- 
\<)U s.|nare miles, exery one of its 
103 counties. There jiist isn't any 
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UBS • ABC 

kelOland 

KELO-tv SIOUX FALLS; and interconnected 
KDLO-tv and KPLO-tv 



Represented naNonjIly byH-R 
In Minnejpolisby Wayne Evans 
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ARTICLES 

Where are radio's figures? 

25 Til,- .Ii„rkin<.' lack (,f la.lio fact~ U liiirlinp radio"- chanrr lo com 
pclc Hill, olIuT n.c.lia for more ad .lollar^. -pccJal report roxeaN 

Radio/tv test markets '62-'63 

30 \iiioii.c Wip: change- in u>i-markcliii<r is };ioh|]i of larj-'cr market and 
Kcofiiapliical area. Slalion rep- engaged in campaign- to l>oo-l media 

Spot tv adds variety to Heinz buy 

34 Firm <-,.,pIo>s fir-l l.ig n-e < W^, of milli.m Imdpel 1 of spot tele- 



iial l)illing^ in climate 



I the list of -hov 



San Francisco's ad world 

36 1-'' I'ay \rea agencies rack np .^1)0 million 

Comics up, mysteries down 

39 Medical dramas, situation .om, 

What tv will be like in 1970 

41 Noted \1U: conmientator lloxvard K. Smilli r-xamine- tx'> pr.d.lems a 
prcdicis il- role in the future. Second in a -eric- on Iclcsi-i.m foreca 

10 p.r. hints for stations 

44 M:C- dive.lor of pnhlic informaii.m .'^ydnev ICige- gi^e- -lalions soi 



NEWS: Spon-or \^eek 7, ^pon-or-N-ope 19. Via-hinglon Week 55, Spot- 
s:cope 56, ?pon-oi Hem- 58, Spon-or-Weck Wrapl'p 60, Tv and Radio 
Xew-makers 68 



DEPARTMENTS: 

TimebnverV ronier 46. <:ellers 



Editorial: editor, John E. McMillin: news editor, Ben Bodec: senior editor. 
}o Rnnson; Chicago manager. Given Smart; assistant news editor, llevu'nrd 
Ehrlich; associate editors Mary Lou Ponsell, Mrs. Ruth S. Frank, Jane Pollak, 
ir in. J. MrCuttie; columnist, Joe Csida; art editor, Maury Kurtz: production 
editor, Barbara Love; editorial research, Cathy Spencer; ppecial project? editor, 
David Wisely. 

Advertising: general sales manager, Ifillard L. Dougherty: southern sales 
manager, Herbert M. Martin, Jr.; western manager, John E. Pearson; north- 
east sales manager, Edward J. Connor; production manager, Leonlce K, Mertz; 
sales service secretary, Karen Mulhall. 

Circulation: circulation manager, Jack Raymnn; John ]. Kelly, Mrs. 
Lydia Martinez, Sandra Abramoivitz, Mrs. Lillian Berkof. 

Administrative: hnsines-i manager, C. II. Barrie; Mrs. Syd Cuttman. 
Ceorge Becker. Michael Crocco. Patricia L. Ilcrpula. Irma Feldstcin: reader 
service, Mrs. Lenore Roland; Dorothy J anLrurcn, a-i-tant to the pnblishci. 
(.harles \ash. 



SPONSOR PUBLICATIONS INC. comb,r 
Editorial. Ctrculation. and Advertising 
7-8080. ChiCJRo Offices. 612 N. Mic 



r> 1962 SPONSOR Pubhca 

V It. U. S. Radio <!t>. USFM ®. 
SS Fifth Ave.. New Yorl< 17. M 
ni) 66-1-1166. Birmingham Ofl 
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jn 6 of America's Top 10 Markets 



Sell big on the chain that's big in six of America's top ten markets, 
plus one of the South's richest areas. How big? RKO General sells 
your product in areas populated by over 70 million consumers. 
And RKO General delivers the cream . . . puts you in 
touch with people who are interested in your mes- 
sage and have the buying power to act. That's 
because RKO General captures their interest 
and wins their respect with mature pro- 
gramming that sets your message in a 
framework of imagination and excitement. 
Discover the big new dimensions in sales on 
America's biggest, most powerful independent radio 



and TV chair 
RKO General 



I. Call your nearest RKO General Station or your 
National Sales Division man. 




NATIONAL SALES DIVISION OFFICES 
New York: Time & Life Building, LOngacre 4-8000 
Chicago: The Tribune Tower, 644-2470 
Hollywood: 5515 Melrose, HOIIywood 2-2133 
San Francisco: 415 Bush St., YUkon 2-9200 
Detroit: Guardian BIdg., WOodward 1-7200 
Atlanta: 1182 W. Peachtree N.W., TR 5-9539 
Dallas: 2533 McKinney Street, Riverside 2-5148 
Denver: 1150 Delaware Street, TAbor 5-7585 



NEW YORK woR-AM FM TV LOS ANGELES khj-am fm tv 

DETROIT CKLWAM FM TV BOSTON ^fH^E^'vA^NKETNVTWORK MEMPHIS ^ 

SAN FRANCISCO kfrcam fm WASHINGTON, D.C. wgms-am . 
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in serving 
and selling 



Since its founding in 1949, 
WGAL-TV has firmly adhered to 
^^^^^ ^^^^ its philosophy of public service ^^^^^^^ ^^^^ 

^^^Bfl —a for new 

^H^^H tiettc'' ways to serve the 

■ ■ V ■ ■ '''"y •*'°"''nds I H ■ S m 

H _ V^H, ^1 ^"'^ coverage area This ■ 

^HijHI^HjH i^^^^K ^1 station IS in ^^ftiV 

^H^I^HH^ AP^^Il H "'^ '^'^^^ number communities ^^^H^ 



Channel 8-Lancaster, Pa.'NBC and CBS 

F ■■ r: • ' I'lvc T'i-- "(lEFKER Company, Inc. New York • Ch'Cg' • Lo-; An^ples • San Francirco 



STEINMAN STATION 
Clair McCollough, Pres. 
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i Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



TV SPOT'S 19% LEAP 

First six months data indicate tv spot 19% rise to 
$371.5 million; network up 11% to $387.8 million 



advertising and viewing 
are both setting new records of per- 
formance. Advertising is increasing 
at its most rapid rate in many years 
and is setting the pace for all me- 
dia in 1962, while tv viewing in June 
and July has set new records, TvB 
reported last week. 

In the first six months of 1962, 
national tv gross time expenditures 
increased 15.2% to $759.3 million. 

Network billings were up 11.6% to 
$387.8 million and national spot was 
up at even a greater rate, 19.1% to 
$371.5 million. 

Not since 1956 have network bill- 
ings shown such a rise. There is 
no presidence for the spot tv rise 
since the TvB Rorabaugh compila- 
tions began. 

(By comparison, magazines were 
up 6% and newspapers were up 1.4% 
in the first half of 1962.) 

June and July highs in average 
daily home viewing were reported 
by A. C. Nielsen. The figures, each 
a few minutes above 1961, were four 
hours and 32 minutes in June and 
four hours and 15 minutes in July. 

Hence, tv in the first six months 
of 1962 was looking very good, com- 
pared to itself or to other media. 

However, if spot continued its 
heavy growth, it could equal net- 
work tv in the next year or two. 
Last year the six-months totals 
showed a network advantage of $35 
million, cut in 1962 to $16 million. 



B-M, HUDSON 
SHARED FIGHT CAST 
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Walter Reade-Sterling 
merger takes place 

The merger of Walter Reade and 
Sterling Television became effective 
last week with the approval of stock 
holders. 

More than 94% of the outstanding 
shares of Sterling were exchanged 
for the stock of Walter Reade-Ster- 
ling. As a result, the Reade com- 
pany, private for 50 years, went 
public. 

Reade and its affiliates are active 
in motion picture areas. 

In recent years Sterling's image in 
the tv film field has changed dras- 
tically, trade observers note. Once 
it had been a clearing house for 
business films, but recently it had 
created several notable program se- 
ries of the documentary type. 



NBC TV books $2 million 
for nighttime, sports 

NBC TV added about $2 million in 
sales last week, most of it coming 
in orders by L&M (JWT) in two more 
nighttime shows, bring that adver- 
tiser's total to eight shows on the 
network. 

Bristol-Myers (DCS&S) bought an 
eighth of the Liberty Bowl game. 
General Mills (K-R) bought four of 
seven pre-World Series Game shows, 
and National Brewing (Doner) and 
Falstaff (D-F-S) bought 25 and 54 
stations, respectively, in the quar- 
ter of the Pro Championship Game 
being sold regionally— for which 100 
markets are still open. 



ARB's new computer data on 
spot activity, sales areas 

ARB will increase its custom 
services in 1962-63, using computers 
to perform tasks hitherto too diffi- 
cult to do manually, agency sales 
director Jack Gross reported last 
week. 

A spot activity report will be avail- 
able for agencies and advertisers, 
summarizing all spot activity for spe- 
cific brands. This can be ranked by 
market, station, or efficiency, since 
all the data are available in the 
report. 

Another service produced with 
computers is the sales territory 
analysis. This will show total homes 
reached by particular network pro- 
grams, by local shows, by spot, and 
by combinations. These reports are 
expected to be especially useful in 
planning future advertising budgets 
and in competitive comparing. 
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A-C's COMMAND 
GOES PROTEIN 

Chicago: 

Alberto-Culver is entering the $75 
million men's aerosol shaving prod- 
uct market. 

It w\\\ be the first protein-based 
instant shaving lather and unlike 
alkaline products, is said not to irri- 
tate the eyes. 

Product w\\\ be under the Com- 
mand label and w/ill be available in 
10 oz. cans in regular and menthol 
formulas for $1. Color is light blue. 




Robert S. Buchanan 



Buchanan elevated to 
WJW-TV gen'l manager 

Robert S. Buchanan has been 
named general manager of WJW-TV, 
Cleveland, it was announced last 
week by Stor- 
er Broadcast- 
ing tv division 
v.p. Bill Mich- 
aels. 

Buchanan 
succeeds Jos- 
eph Drilling, 
who resigned 
recently to ac- 
cept the presidency of Crow/ell- 
Collier Broadcasting Corporation. 
Buchanan had been general sales 
manager of the station and it is ex- 
pected his successor w]\\ be named 
shortly. 

The new WJW-TV general manager 
has spent his entire career in the 
Storer organization, starting whWe 
a student at the University of De- 
troit. 

He began at WJBK-TV, Detroit, as 
a film editor and rose through the 
ranks to become film director, local 
(Continued on page 60, col. 1) 

Goldman to assist Shaker 

Robert T. Goldman has been 
elected assistant to Theodore F. 
Shaker, president of the ABC ow/ned 
tv stations division, the latter an- 
nounced last week. 

Goldman had been treasurer of 
ABC TV spot sales. 



Tv 5's just 
caucus smoke 

The i.olitician's .iivam ..f 
bin ill"; local five minute >ef;- 
nient!< in ])rime time an net- 

idential vear ij^ n..t coming' true 
thi.. year- despite trade report? 
tliat'\l?C had agreed to such 
a deal. 

As matters stand now. ABC 
TV has stated it will consider 
orders for national political ad- 
\ertising. hut siniph can't get 
into tlie complications for offer- 
ing local or rcgioiial i)arts of 
network shows. 

CBS TV and NBC TV have 
definitelv turned down the idea 
of national i.olitical l,usine-s- 
not likel> to he much in a non- 
]iresi(lential year- and refer ])o- 
litical hnver> to the station,. 

Olnioush .-tati.ms can"t take 
a five minute bite out of a 9 
p.m. network show (the sub- 
stance of tiic unfulfilled politi- 
cal "dream") and would hine 
to either pre-empt entire net- 
work programs, or else divi.le 
U|. b.cal tinn-. 



ZUZULO BACK AT MBS 
AS PUBLICITY DIRECTOR 

Francis X. Zuzulo returned to the 
Mutual Broadcasting System as di- 
rector of public relations last week. 
He previously held the post for 13 
years. 

He left Mutual in 1957 to become 
manager of the New York office of 
Robert K. Richards, a public rela- 
tions firm. 

At this time he also had public 
relations responsibilities and as- 
signments for the Fletcher Richards 
Agency. 

Betw/een 1944 and 1957 Zuzulo was 
publicity chief of Mutual. During 
this period he was also in charge of 
public relations, promotion, and re- 
lated areas for RKO TV, and for 
WOR-AM-TV, New York. 



KRAFT FIRST INTO 
NBC's 'EXPLORING' 

Kraft Foods is the first advertiser 
to buy into Exploring, NBC TV's new 
full-hour series for children. 

The new program w\\\ begin 13 
October on Saturdays at 12:30 p.m., 
NYT. The show is designed to stimu- 
late the interest of younger view/ers 
in language, music, mathematics, 
social studies, and science. 

Host is Dr. Albert R. Hibbs. NBC 
TV daytime sales director James 
Hergen said last week he expected 
the program to be fully sponsored 
before it starts on the air. 

Wodlinger named mgr. 
of new Mich, station 

MarkWodlinger has been appointed 
v.p. and general manager of the new 
tv station, channel 13 in Grand 
Rapids-Kala- 
mazoo, w/hich 
w\\\ be on the 
air 1 Novem- 

• ■ /Mi 

He has been ' 
national sales 
and station 
manager for 
WMBD-AM-TV, Mark Wodlinger 
Peoria, since 1959. Earlier, he was 
executive v.p. of Community Tele- 
casting Corp. Betw/een 1949 and 1958 
he was associated w/ith WOC-AM-TV, 
Davenport, low/a, in executive as 
sales posts including that of general 
salesmanager. Before that he was 
whh WQUA, Moline, in 1948. 

He is a graduate of the University 
of Florida and a veteran of the Naval 
Air Corps. 

NTA to handle Rank movies 
London: 

NTA has acquired distribution 
rights for U. S. tv on 25 additional 
J. Arthur Rank feature films. 

The package, called First Rank, 
contains 10 color pictures and seven 
made as recently as 1956. 
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NBC RADIO 84% SOLD 
-CLAIMS 46% SHARE 

Colorado Springs: 

The NBC Radio network is Cur- 
rently 84% sold out and possesses 
46% of all sponsored network ra- 
dio time, according to William K. 
McDaniel, executive v. p. of the net- 
work, who addressed the affiliates 
executive committee meeting here 
last week. 

The figure of NBC's 46% of all 
network sponsored time is based 
on the July LNA-BAR report. 

McDaniel said that NBC sold more 
minutes in Monitor than any other 
national network sold in its entire 
schedule. 

William Grant of KOA, Denver, 
chairman of the executive commit- 
tee, praised the network's program- 
ing, sales, and compensation poli- 
cies, asserting that its programing 
approach adopted two years ago, 
had become "the much-ccpied 
standard of the industry." 

Jacobs named ABC Int'l 
advertising manager 

Harvey Jacobs has been appointed 
advertising, sales promotion, and 
public relations manager for ABC 
International Television, Donald W. 
Coyle, president of the AB-PT sub- 
sidiary, announced last week. 

Coyle expected an increase in ad 
vertising and promotion services to 
international advertisers and sta- 
tions to be a result of the appoint- 
ment. 

Jacobs joined ABC TV in 1958 
as a writer in 
the tv sales 
development 
depa rtment. 
Earlier he was 
editor of East, 
a weekly New 
York news- 
paper. Last 
year he won 
the Playboy fiction award for a short 




N.Y. State bans 
bingo on radio 

ISinj;.. has l.mi l-annc. 

radio ill Nfu V..rk .<talc. The 
edi.t falls ...1 ^tali.)ll^ ^^hi(■il 

tie-ill i,lan> uiti, h.eal mer- 

Hinjr.i i^ allowed in \eu 
^ „rk for eharitalde. edueation- 

ran t he used e.M.nnereialh . 

The ruling ean.e in a f-.nnal 
opinion, uhici. has the elTeel of 
]a\N. from stale \tlorne\ d'U- 
eral Leskouilz in response to an 
inquirN \n the State ]?ingo and 
Contr.'.l Commission. 

is out. too. Leskouitz said, he- 
eau>e sueh a game on radio 
uould extend hes-md munieipa! 
horders. 



Harvey Jacobs 



KBS: A TRADE MEETING 
CLEARING HOUSE? 

There is a pressing need for a 
clearing house for annual broadcast 
industry meetings according to a 
recent study of station owners and 
managers conducted by KBS. 

Executive reporting gave three 
main reasons why they do not at- 
tend some industry conventions and 
meetings: lack of time, weak pro- 
graming, and high costs. 

Sites named most often as pre- 
ferred for conventions were Chi- 
cago, Washington and New York. 

A convention clearing house which 
would coordinate timing, location, 
and length of meetings might be a 
benefit to the industry, concluded 
KBS president Sidney J. Wolf. 

Averill resigns Bartell 

Harry H. Averill has resigned sa 
national sales director, Bartell Group, 
effective 13 August. 

Last week he announced his inten- 
tion to pursue allied interests in the 
advertising field. 



JEFFERSON PROPOSES 
ANTENNA SYSTEM 

Charlotte: 

The Jefferson Standard Broadcast- 
ing Company and Communications 
Systems Corporation presented a 
community antenna proposal last 
week to the City Counsel of Flor- 
ence, S. C. 

The proposal opposes one made 
by the Broadcasting System of the 
South. 

The proposal involves a $400,000 
investment for 50 miles of cable in- 
stallation, to which 25 miles would 
be added later. Operation would be- 
gin 1 December with a $20 installa- 
tion fee and a $5 monthly fee for 
service on 12 channels, including 
seven commercial stations, and ed- 
ucational channel, and fm music 
channel, and a service channel. 

A Jefferson Standard spokesman 
expected a decision on the proposal 
shortly. Jefferson Standard is also 
considering community antenna sys- 
tems in other areas. 

Grant succeeds Chester 
as ABC TV daytime v.p. 

Armand Grant will succeed Giraud 
Chester as v.p. in charge of ABC 
TV daytime programing, it was an- 
nounced last week by Thomas 
Moore, v.p. in charge of the network. 

Grant has been director of day- 
time program- 
ing since 1958. 
He joined ABC 
in 1957 as 
executive pro- 
ducer for day- ^ ^^-^ '^ 
time program- JHl 
has ^^^^^^^^^H 
supervised the 1^ 
development ^'f^and Grant 
and production of every ABC TV live 
daytime show. 

Before joining ABC he was v.p. 
and general manager of WKIT, Gar- 
den City, L. I. and earlier he was 
with WAAM, Baltimore, and WBAL- 
AM-TV, Baltimore. 



More SPONSOR-WEEK continued on page 60 



AMERICA'S GREAT RADIO 
TEAM BOB & RAY NOW ADD 
THEIR BRILLIANCE TO WHN 

Talent is never left "unturned" in any Storer market because each station 
endeavors to bring its listeners the programming they like best. That's wh\ 
there's no such thing as a format formula at Storer. Each station is individually 
created for the community' it serves. Small wonder Storer is your best buy 
in 9 key markets. IMPORTANT STATIONS IN IMPORTANT MARKETS 

ReprcstnUd by Katx 
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Timebuyer's Corner new look 

It was indeed ;i pleasuio lu lead ^oiir 
Tiiiirhinci's Corner eoliimii these la.-l 
issues. 

^ our new upjjioarli on tlii.s toi- 
uniii is ju.-l <;reat. I find it interest- 
iti<r anil informative witli just the 
ri^ht amount of dignity, humor and 
lightness, so seldom demonstrated in 
trad.- articles. 

lloiigrntnlation.s are in order for 
thi;. new apjjroaeh and 1 will apj)re- 
eiate \our con\e)iiig same witli my 
thanks to whomever is responsihie. 
lie must l)e a real pro. 

Maria CaruNas 
radio I tv timchiiyrr 
K miner Agency 
\e,c York- 



Tv kid show problem 

We were j)articularly interested in 
\our fine artiele. "Tougher Than It 
Seems -The Tv kid Show IVohlem.- 
6 August. 

This is just another example of 
how helpful >our inaga/.ine is to 
in our work. 

Heeause )our artiele ahout ehil- 
<lrei,-s programs is sueh a seareliing 
and thorougli report on the situation, 
we would like to ha\e permission to 
reprint 1.0(10 copies for our niem- 
hers. snhserihers. t\ editors and 
others 

Mrs. Clara S. Logan 

]>re!,i(ienl 

\ IFBRAT 



Shirt-sleeve selling 

W'e at KSD Radio were much im- 
pressed hy John E. .Mc.Millin's two- 
page "Memo on Shirt-Slecve Selling" 
in tile July 30 issue of SPONSOR. 

W'e would like to mail this sK.ry to 
our local ad agencies, clients, etc. Our 
rcc|uest would he ahout 2.50 copies. 
Can )ou make rejjrints? 

While I'm at it, let me congratulate 
\ou on \our excellent 40-\ear keep- 
sake alhum on radio (sponsor's 40- 
Year Alhum of Pioneer liadio Sta- 
tions I. I foun.l nnself reading the 
entire hook from cov<-r to cover for 

Donald F. Rurnes 

director oj inforinalion services 

KSI) 

Si. Louis 

On pages 12 and 16 of )our .-^O Julv 
issue \ou ran an article entitled. 
"Memo on Shirt-Sleeve Selling.'' 

Would it he possihie for us to or- 
der a nund)er of reprints along with 
a thumh nail hiographical sketch of 
the author. John K. Mc.Millin? 

R. L. Karr 
Sieneral manager 

;; now 

Terre Haute. Ind. 



Perhaps even goofier 

Re: "Newspaper Research Get? Goofi- 
er." ?.0 July issue. 

A \er\ fine artiele and \ on can he 
sure that this t.\pe of research will 
get e\en goofier in the months to 

If \ou can suppl\ 2.1 reprint.s of 
this article. I'd appreciate it \er\ 
much. 

Tom Kita 

operations manager 
irLEK 

Ixiclunond. J a. 

A full hotel 

Conoratulations on the excellent ar- 
tiele "Radio Hooks a |-ull Hotel" on 
page :W of the 6 \ugust issue of 

If reprints are availahle I'd ap- 
preciate xour forwarding me 10 
copies. 

Kiank Harden 

mamiiiinn directtii 
II l.< ' 

(.ohirnhid. S. C. 
si'ovsol! . 27 M<;i sT l'K.2 




BIGGER than 

SACRAMENTO - STOCKTON 

One Buy Delivers 

^ IDAHO - MONTANA 

7X plus 1 1 counties in Wyoming 
I.' at lower cost per thousand 

SKYLINE TV NETWORK delivers 10100 more 
TV homes than the highest rated station in 
Sacramento-Stockton at nearly 18% less cost 
per 1,000. SKYLINE delivers 92,300* nighttime 
homes every quarter-hour Sunday through Sat- 
urday. Non-competitive coverage. One contract 
—one billing— one clearance. Over 267,880 un- 
duplfcated TV homes in 5 key markets. Inter- 
connected with CBS-TV and ABC-TV. 



TV NETWORK 

P. O Box 2191 Idoho Foils, Idoho 





Paul Hayes 

Tampa Bay's official 

wake-tip man. Put this 
familiar, helievahle voice 

to work for your 
a(lverti>ing on "Sim-Up" 
each morning from 
6:00 to 9:00. Paul 
Hayes is one more of 
the many reasons whv 
fnorc advertisers are 
investing more (lollar^ 
on WSUN Radio than 
anytime in our 3.5 year 

history. WSU\ "is 
heard in more counties 
than any other station on 
Florida's \\'e.-t Coast. 
(NCS-"6r) 



FLORIDA'S CLEAR SIGNAL STATION 
5KW 620 KC 




radio 62 

Broadcasting 24 hours daily! 
TAMPA-ST. PETERSBURG 

" " VeNARD, RINTOUL i McCONNELL 
Southeaslern Represenlative ■ JAMES S. AYERS. Inc. 



V John E. McMiUin 

Commercial 
commentary 

Parties, pitches, and prizes 

A \ eiy pi ettv y()iin<r ajieticy tiiiiel)u\ er a^ketl 
mc lo write this column. W'e were standing la-t 
week heside a loaded eanapo tahle at a swank 
\ew' York hotel when s-he raised iier highball 
class, batted her e)es. and said in honeyed 
tones, "you ought to tell the industry about this." 

Except for her outrageous flattery 1 am sure 
1 would ne\er have had the nerve lo exprcs- ihc 
sentiments wiiirii I am going to expound on now. 

They concern the ga\ , gid(h . interminable round of business 
luncheon jiarties, eocktail parties, buffet jjarties, outings, sprees, 
junkets and other fun plus-sales-|)itch activities wliicb are so much 
a part of our industry. 

All right, I am a cad and a stinker for mentioning them. But all of 
us in tiie business, and particularlv those in the media end of radio 
and tv, know tiiat tbey flourish these days in lush, trojjic profusion. 

In the past four weeks alone I've ijeen to 11 of these pitch-parties 
and ha\e turned down at least 15 other invitations. 

I go to thein because it's part of my job to get around and see 
people and because, generally, 1 have a pleasant time. 

The food is delicious, the drinks generous and plentiful, the prizes 
and fa\(irs often beguiling, the company usually congenial, and the 
conduct almost inx ariabK decorous and v\ elbbehaved. 

Don't get ine wrong. 1 am no Madison Avenue Sa\ anarola. in- 
\eighing against these amiable activities because I think they arc 
bacchanalian orgies or moral traps for wawvard working girls. 

They're not. of course. Hut I do think they lune reached a jioint 
—in frecpieney, profusion, and la\ islmes> which is uttcrh and in- 
defensibly absurd. 

'I'lu' pitcli-pnity routine 

\t the risk of oiT.-nding >ome awfull\ nice gu>s who ha\e been 
ni\ recent hosts. 1 want to -.a\ hluntl\ : you're >|)en(iing far too much 
money for these affairs, and \ on and \our guests are getting far 
too little out of tbeni. 

Let's g(. back brielh to m\ prelt\ agenc\ tiniebuyer. .standing with 
her highball glass at the canape table. 

We had be.-n talking about the *alcs i)itehe> one hear- at these 

-1 alwax- keep hoping." ■^he said, "that 1 11 pick u]. infornialion 
lhat will be useful in nn work, but I alnio>t never do." 

Few parl\ -gi\cr?. I'm sure, realize how true lhi> is among llie 
agcncv and advertiser perscmnel ihev'd most like lo inipre.s>. 

The reason i> rooted in the pecniiar ^et of tribal enstoins which 
lia\c grown up aiound our industr\ pileli-pai tics, and the ratliei 
lia/\ thinking which detennines their contenl. 

il'Icasc lurn lo paiif I') i 
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FAIL BUYS 




Alive with local flavor and flair! You'll buy wisely and well by choosing these big-audience 
exclusives on \V\VJ-T\'. And, the station's attractive fall schedule is further enhanced 
by choice film properties like Thriller, Stirfsidc 6, Lawman and by XBC's new-season 
powerhouse. Call your PGW Colonel now. lle'.s ready with Detroit's top buys for fall. 



NA^NV J -TV the NEWS station 

CHANNEL NBC IN DETROIT 

d Operated by The Detroit 
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The Embassy of New Zealand 



His Excellency G. R. Laking, 
Ambassador of New Zealand to the 
United States, and Mrs. Laking, 
in the Embassy garden . . . 
another in the WTOP-TV series 
on the Washington diplomatic scene. 




Represented bv TvAR 



POST- NEWSWEEK 

STATIONS A DIVISION OF 
THE WASHINGTON POST COMPANY 



THE LEADERS IN THE 
SYRACUSE MARKET! 




WSTR'TV 




SYRACUSE, N. Y. 

Channen • 100 K W 

Plus WSYE-TV channel 18 
ELMIRA,N.Y. 



Gel the Full Story from HARRlNCrfON, RIGH TKR & PARSONS 



27 AUGUST 1962 



Interpretation and commentary 

on most significant tv/ radio 

and marketing news of the week 



SPONSOR-SCOPE 



P&G's spot empire may find itself in a bit of frustration, to put it mildly, in a 
lot of markets this fall. 

The empire likes to concentrate on post-network time where minutes are rife. 

But it seems that this time some of the P&G brands, say, like IJhic Cheer (Y&R) and 
Crisco Oil (Compton) were rather slow in calling for fall availabilities, with the result 
tliey've encountered — in medium as well as top markets — an unusually tight situation. 

Obsene rep executives: P&G's needs will fjet fitted in somehow but the spot won't 
l)e the creme de la creme that the empire's been iiccustonied to. 

It seems that P&G, as alert as it is to media barometric changes, hasn't anticipated a 
sellers' market. 

Tv station managers, you may not know it hnt one of the reasons for the sud- 
den rash of traveling media people is what some of thcni describe as your dispo- 
sition to hold out a certain portion of cream spot for local customers. 

With availabilities getting quite tight, they figure that by personal call they may be 
able to talk vou out of some of these withheld spots. 

National sjJot tv has the tides running in its favor also for the first 1963 quarter. 

SPONSOR-SCOPE bases this prospect on the viewpoints expressed lately by key media 
chiefs with a reputation for putting a realistic finger on client corporate thinking when it 
comes to campaign planning. 

It is the consensus that, what with the uncertainty of the economy, short-range 
planning has become the corporate vogue. The handmaiden to short-range planning 
is flexibility. 

In media the synonym for flexibility is spot. Hence the penchant for the first 
part of 1963, or until the outlines of the economy outlook become less vague, will be to 
use spot as a favored sales leverage. 

Station executives might as well start accustoming themselves to become peri- 
odic ports of call for traveling representatives from the larger agencies. 

Y&R's recent announcement of a traveling unit may be construed as just one organiza- 
tion's response to a trend that's becoming more deeply intrenched in the American 
Ihisiness mechanism. 

The trend: greater concentration of media buying power locally because of the 
recognized sharp differences in sectional and regional tastes and desires among 
consumers. 

Other factors that have been contributing to this trend: 

1) The ability of the manufacturer by use of the computer to learn in what areas 
and by what media means his product can pet the quickest profitable response. 

2) The growing predilection of manufacturers to seek local identity for their 
products by centering on local preferences via recipes, community mores and whatnot. 

3) Tlie nee<l for matching the local co])y appeal to seasonality and getting at 
tile hard core of the physical and psychological nuances that presages success for n 
product in one section and failure in another. 

4) The growing disposition among manufatiirers toward diversifying along spe- 
cialty product lines and pinpointing their appeal to a segment of the mass consumer. Some- 
thing, incidentally, that now characterizes the bread industr)-. 

The key activating words are selectivism and localization. 



SPONSOR • 27 AUGUST 1962 



19 



SPONSOR-SCOPE continued 



If the 1961 figures just releaBcd by llie FCC can ser\e as u yardstick, the ten- 
dency of national advertisers to concentrate more and more of their spot tv hillings 
in the top 10 or 20 markets has, at least for the time being, decelerated. 

Following is a SPONSOR-SCOPE deci-tabulatiou of market expenditure for national- 
regional spot tv based on the FCC 1961 report: 

NO. MARKETS TOTAL BILLINGS 1961 SHARE 1960 SHARE 

First 10 Markets 3193.607,000 41% 43% 

First 20 Markets 257,665,000 55% 56% 

First 30 Markets 304,477,000 65% 66% 

First 40 Markets 333,879,000 71% 72% 

First 50 Markets 353,132,000 75%. 76% 

Total for 273 markets, as reported bv the FCC: $168,515,000. 

Tv/radio sellers may find it >*orth\*liile to cultivate more closely the eat food 
field. 

The manufacturers of the item themselves have gone the booklet route as an aid to 
building the market. It's called Basics of Cat and Kitten Care, with emphasis on what to 
feed them. 

Compared to the highly competitive dog food industry, which gave tv around 
$8 million in '61, packaged cat food so far is a picayunely advertisetl business. 

There may be a lesson in this for other sellers of radio: persistent station pres- 
sure through New York Telephone Co. district managers has result in that adver- 
tiser restoring spot radio schedules. 

Once a perennial in the media, the company has been out of it in recent years and what 
can take credit for bringing it back was the suggestion of a rep who has several stations in 
upper New York State. 

He urged his stations to make acquaintance with their district phone company man- 
ager and to show how radio can help liini sell his services to homes and businesses. 

The account is administered by BBDO. 

Chicago tv reps have had another perennial good thing whittled away on them: 
Ovaltine (Tathani-Laird) is putting the hulk of its 1962-63 tv money into ABC TV 
nighttime and NBC TV dajtiuie. 

What's left for spot: schedules in about 10 iriarkets and the whereof for this is that they 
constitute half of Ovaltine's sales. 

The implication as the reps take it: for real weight in markets where the bulk of 
your potential is concentrated you depend on spot, for the balance you buy network. 

Note: Ovaltine's gross for spot tv in '61 was S1.3 million. 

Ah agency preparing a pitch for submission to an appliance giant put together 
HOHie figures that should tickle the interest of people concerned with tv. 

Statistic No. 1 : During the past 15 years the public has invested S19.5 billion in tv sets 
and advertisers S12.1 billion in measured tv time. 

Statistic No. 2: A comparison of home electric appliances available in wired homes in 
lemis of percentage of item to total wired homes: 

APPLIANCE MAY 1962 SEPTEMBER 1960 

Tv sets 93% 88% 

Irons 89%o 86% 

Clocks 90% 77%£. 

Toasters 81 %c. 77%o 

Vaccum cleanen^ 76%o 71% 

Telephones 83 %o 77% 
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SPONSOR-SCOPE continued 



CBS TV (laytiiiic claims it's liaviiij; lKii|»t< of niiccen!* locking rviuv,aU for 
the first quarter of 1963. 

The accounts it cites in this respect ine AII»«'rto-(;iiU<'r. Lt-ver. Nabisco. Quaker Oati*. 
Kellogg, J&J. I'illsl.ury, Toui, J. B. Williaius and Drackett. 

Colgate lias cloue soiuo cutting hack in its renewal of its daytinic swatlie on 
MIC TV for the fall. 

However, it expects to restore much of the diininiiation as tlic fourth ([iiarter proceeds. 

CBS TV conhln't furnish the preferred time or color ami so Heyuolds Metals 
will use INBC TV for this fall to carry the Xatinual Auto Show out of Detroit. 

The date and time: Sunday, 21 October, 6:30-7:30 p. in. Program expenses will run 
arouad S90,000 gross and the time. S50.000. 

The network tv specials are starting to follow the selling pattern of the regular- 
ly scheduled programs: they're being sold to more than two sponsors a show. 

A case in point for the 1962-63 season is tlie first of 8e\eial outings for Arthur God- 
frey. The three sponsors for this one are Armstrong Cork. Menley & James and Quak- 
er State Oil. each taking a third of tlie hour. 

Niglittiine uetvork tv is having its biggest fall in terms of sales hut there's 
still a lot of unsold commercial on tap. 

As of last week, this inventory for the fourth quarter ran something like this: ABC TV. 
160 minutes: CBS TV, 98 minutes, and NBC T^^ 117 minutes. 

In terms of time and talent package pricing, the leftovers eouhl roughly achl up to 
SI 1.5 iiiillioii for the quarter. 

Oue of the plicnoiiicna of commercial tv is the role of the food industry in net- 
work iiiglittinic. 

The victual processors and packagers keep wooing the housewives with more aud more 
and more daytime money each year, but at the same time they manage to hold a neat 
balance of hillings power in prime time precincts. 

The foods this fall will, as a clan, have more commercial minutes and dollar invest- 
ments ill nighttime network tv than any previous year. 

Following is a weekly breakdown of this industry's nighttime participation in terms of 



iiiinilier of shows 


and commercial minutes a 


nd expenditure b 


V individual advertiser 


COMPAN\- 


NO. SHOWS COMMERCUL MINUTKS 


KSTI.MATED EXPE.NDITI-'RK; 


General Foods 


6 


12 


S450,000 


Edward Dalton 






220,000 


Kraft 


1 


6 


210.000 


Ralston Purina 


3 




180,000 


Kellogg 


3 


41/0 


150,000 


Best Foods 


3 




130.000 


Campbell Soup 


2 


3 


110,000 


Quaker Oats 


3 


3 


110,000 


Pillsbury 


2 


2U. 


100.000 


National Biscui 


2 


2 


70,000 


Carnation 


2 


2 


70.000 


Green Giant 


2 




70,000 


Fritos 


2 


2 


60,000 


Others' 


5 


6 


210,000 


Totals 


'13 


61 


32,140.000 


"Corn Products 


. General Mills, American Da 


rv. Welch. Derby 


Foods. 
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SPONSOR-SCOPE continued 



Starting with the September reports Nielsen will offer some finer breakdowns of 
network tv audienee characteristies. 

Included in the innovations will be a lowering of the age brackets for youngsters. 

Xielsen discussions with agency subscribers showed a number of them strongly favoring 
stretehiug down to the three or four-vear leveL 

The I'an-Anierican Coffee Bureau has just issued its 25th annual statistieal 
compilation and in it are some figures about the coffee trade that you might scan 
as you sip your a.m. desk-deposited java. 

Such bits of information as these: 

• Total value of green coffee that entered the U.S. in 1961 was S96i million, a drop 
of 3.9% from 1960. 

• Prices of coffee to consumers declined 3.4%? but the per capita consumption went 
only from 15.7 pounds to 15.9 pounds. 

• U.S. households, which make up 90% of the U.S. instant coffee market, increased 
their consumption of this by 6.6% over 1960, with the result that instant coffee 
accounted for almost 24% of all household coffee consumption. 

It may he a little hehited hut iSX&B has through its house organ. Focus, set 
•lown its stand on the issue of product protection. 
Here's the way it's been put to media: 

1) Continue to insist on 15-minute separation of commercials that seem competi- 
tive to or incompatible with a client's product. 

2) IMakc sure the agency's informed of violations and request make goods when 
a])propriate. 

3) Try to establish reasonable definitions of conflict on product basis. 

4) Urge networks and stations to establish improved communications berxN'een 
all concerned toward the end the agency may learn of product conflicts before they actually 
occur, so that corrective action may be taken. 

5) The agency shoidd be prepared to make exceptions with regard to separa- 
tion limits and product definitions when the advantages outweigh disadvantages. 

\o. 5 mav be interpreted as meaning: let discretion be vonr best guide. 

It's <'nlightening to take TH)tice now and then of how tv and radio are faring in 
comparative home attention during the various hours of the day. 

SPO\SOR-SCOPE has obtained from Nielsen such a comparison (based on average min- 
ute?) covering this year's IMarch and April, and here it is: 



PERIOD 


MAR. RADIO HOMES 


MAR. TV HOMES 


APRIL RADIO HOMES 


APRIL TV HO 


7-8 a.m. 


7,269.000 


2,744.000 


6,676,000 


2,646,000 


R-9 a.m. 


8.456.000 


6,468.000 


7,764,000 


5.831,000 


9-10 a.m. 


7.220,000 


7,399.000 


6,626.000 


6,321,000 


10-11 a.m. 


6.626.000 


8.575.000 


5,983.000 


7,154.000 


11-12 noon 


S.637,000 


10.192,000 


5,242,000 


8,869,000 


12-1 p.m. 


.1,311,000 


12.348.000 


4.994,000 


11,319.000 


1-2 p.m. 


5.143.000 


12.103.000 


4.797.000 


11,025.000 


2-3 p.m. 


1.15kOOO 


11,074.000 


3,758.000 


9,996,000 


3-4 p.m. 


1,005.000 


11.417.000 


3.560,000 


10.045.000 


1.-5 p.m. 


3.857.000 


13.671.000 


3.313.000 


11.711,000 


.^6 p.m. 


1.203.000 


16.709.000 


3.808.000 


14210.000 


WERAGE 


5.628.000 


10.245,000 


5.138,000 


9,011,000 



For other news coverage in thl« Issue: st-e Sponsor-Week, page 7; Sponsor 
Week Wrap-Up. page 60; Washington Week, page 55; sponsor Hears, page 58; Tv and Radio 
NV'usniakors. page 68: and Spot Scope, page 56. 
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MARTIAL PLAN 



"Blast" Jones, an up-and-comcting young man, was the first What- 
naut orbitted close enough to Mars to see the eitics and canals of 
that planet.* Returning io earth with this sketeh, Blast determined 
that next Mars trip, he would land at southerniost eity "A" and 
make a tour of the canals to all the cities, visiting each one only 
once and ending up back at "A"'. 

Blast claimed he found such a route which would also spell out an 
informative sentence. 

If you ean find sueh a sentenee, send in the memorable words and 
win an exciting new prize. We're ofTcring several, so be sure and 
tell us what you've already won. 



/ /rom Onir iirighboTS on earth is^\\ 



wm0l-tv 

Washington, □. C. 

An Evening Slar flToadcasling Company Station, represented by II-R Television, Inc. 

Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
I'ONsoR • 27 .wcrsT 1962 



Why Monkey with the Metro 



The CHARLOTTE TV 
MARKET is First 
in the Southeast 
with 595,600 Homes* 




Charlotte 
City Limits 




Fables have persisted for years about how to judge a 
market's size by the Standard Metropolitan Area concept. 
Savvy Monkeys see no metro, hear no|,rnetro, speak no 
metro — because they know that it's the total M' Homes delivered 
that counts! m 
Speaking of delivering, WBTV reache«43.4-% more TV 
Homes than Charlotte Station "B".** M J|L 



i 


1 


i 






Atlanta 1 


Miami 1 


1 New Orleans 1 


Louisville 1 


Norfolk 

>nrtctTinii4h 


562.600 I 


556.600 1 


1 418.200 1 


409.900 ■ 


KfAiftitlil 













UIBTV 

CHANNEL 3 ® C H A R L O T T E / j e f f e r s o n standar 

R.p....n,.. ...,ona„. A....... ^ R,p... 
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r ^^XTFRTISI^IG ^^^"^ 1959 _ 

r ADVERTi:5 ^^^^ 095,^241 

I $ ^t'^*^ * 1,991,8861 

iNeWspape^^ ^'^^t'Sft 1,410.40^1 

1 spot Television •• i 9lS,6u| 

llpot Radio • 3,096.042 ^ 9,,i5ll 

I in 1959. IS inciu ^^^^i 

I for I960. ^^^^^^^^m 



TYPICAL EXAMPLE of fhe way radio sfymles ifself, by nof compiling a id providing comprehensive dollar data, is this clipping from Ad'e 
Age, 28 August 1961. Total eipenditures are up; magazines about the same, television, nev/spaper, and outdoor are up; only radio is n 



SPECIAL REPORT -PART ONE 



Where are radio's figures? 

The shocking lack of radio facts is hurting radio's chance to 
compete with other media for ad dollars, SPONSOR study reveals 



Pt'rliii|)> not since 1936. when FDIx i-a riled 
every stale exeept Maine and Vermont, have as 
ninny diverse individual.- agreed a- did rndionien 
in the hi>t two weeks wlien they were asked. "Does 
radio need more (hdhar (hita than i> now avail- 
able?" 

By a eonnt of 19-2 the samjde. which inchided 



national anil rcjiional network execntives. j;ronp 
>tation operator.-, ^tatlon manager-, reps, research- 
er.-, snle.-men. agencynien and adverti>ers. agreed 
that "there i^ a -hocking lack of. and a dire need 
for. accnrate and conijjrehensive dollar data ahont 
radio." 

They also agreed that many of their ^omnlent^ 
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Dollar data for radio has been compiled but never with full 



® 



ADVBKTISING 



RORABAUGH dropped radio report in 1954, 
tion and agency cooperation, and after 15 ha 



because of lack of sta- PUBLISHER'S Infor 

•d years, switched to tv ing figures by ad> 



mation Bureau connplled radio network bill- 
nd product categories until 1954 



woul.l 1)0 ofl llic roeonl siiie(> some 
of wlial lhc^ snl.l an.l llionglil ^voiild 
1m- ( l ilicnl '..f iiiduslrv nssorialions 
and cicnK'tilji. 

nm- tlipy aprood llial radio was 
pulliiiji itself iiilo an also-ran eale- 
pory 1)\ not |)ro\i(lin<; dollar data 
for ad\('rlisor> and agencies. "Onl 
of sifilil. oul of iiiitid,'" -aid one sta- 
tion. 

"llo«- do ^ou lliink 1 feel." asked 
another, '^^l., n mv eommntin^^ neigh- 
bor, who's « ilh an ageuey. asks n,e 
for dollar data so lie can |)ileli his 

( lient in the slioj) and 1 lia\e to con- 
fers they aren't availal)l.-.-- 

" \t least onee a week at htnch." 
said another, "I'll overhear sotne- 
one talking ahonl a t\ bnv he ju.-l 
made, lint I've n.^ver heard anxone 
hoastirrg alx.nt a ra.lio hnv!" 

"lladro has heen so shoil of dol- 
lars data." .said one highl\ respeeled 
station researcher, "that we"\e had 
to tnrn to andience composition in- 
fornuiitOM to find sales ammniiitioii." 

John V. Sullivan. W'XI'AV v.p. and 



gen. mgr., expressed it this wav. 
"The availability of dollar data wonld 
be |)roof-posiit\e that the reports of 
the (loath of radio have l)een grossly 
exaggerated. Too many know how 
niueh r&G sp(<nds in television, and 
loo few know how much K. J, 
iieynolds spends in radio. Evcrvone 
associates Kraft with Perry Coino 
and tv bill few kno\\ thev also s|)eiid 
a lot of nH)iie\ in indi.;, \\V need, 
and can nsc, this In pe of information ; 
without it we're not noticed, not ajj- 

' Among the fc«- who don't agree 
is one exi"cnli\ e who sn\ s. "what do 
we have when we get ihese figures? 
We'll look bad by com|)arison to tv's 
lotals. \intinie yon publish figures 
lhal don't helj). then they Innt yon. 

\ihI the only ones interested are 
those thai alieadv know thein. Maev 
knows what Giml.ers does!" 

Ihil Wilmot II. Lo.sce. president of 

\M h'adio Sales, sa\s. "If radio isn't 
seen in ihe l ight com|)nny then radio 
W(m'l be bought. Association with 



and lack of association can mean a 
lack of acee|)taiice and a loss of bnsi- 
ness. And there's nothing small 
about onr business. National spot 
in 1060. according to the FCC fig- 
ures, was a 8202 million hnsiiicss: 
total radio billing was S-'i^O niilliou. 
lint these FCC figures take loo long 
coining out and the) don't go deep 
enough." 

It has been said that (li\crsil\ of 
opinion is an instiiicti\e reaction 
ainonu broadcasters. And such a 
.li^erse reaction comes from II. D. 
Xciiwiith. v.p. aud director of ^h-tro 
Broadcast Sales, who says: "Kaloney! 
He.scaich and facts are coming out 
of the ears of ra.lio. We're <ner- 
rescarclied and under-sold. W'e don't 
need more data; that onlv makes for 
nior,- excuses for not selling. We 
need more sell-men and less talk." 

Manrie Webster, v.p. and gciieral 
manager of CBS Hadio Spot Sales, 
is all ill fax or of providing full dol- 
lar data. "I'd like to sec it done 
and would coopeiale fully. Associa- 
tion \\ ith success is an important fac- 
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industry cooperation and support 
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tor in this husinc.?. IM like to >ec 
cvcrythinn: but individual ^^tatiou in- 
come figures made available: it 
would help eorreet the cordial dis- 
beliefs that now prevail." 

Stei)licn C. Kiddlcherger, presi- 
dent of tbe AUG Radio o«ned sta- 
zcs the need for sucli 
in.l savs '-It would be 
^e it and ABC would 
i cooiierate. It conld 
recent tendency anionp; 
-ers to put a fraction 





reporting, radco commercials 




sion. and in the blacic 


mueli eiTort 


into tbe rest of tbe eoni.- 


trv that it 


bas weakened itself in 


\cw Vork- 


wiiore nio-t of tbe si)ol 


dollars arc 





tions recopni 
information ; 
helpful to ha 
he hai)py to 
cbanaie tbe pi 
some adverli- 
of tlieir bu.l? 

Another network i)rcsi(lcnt said. 
'•We should have it and I'm all for 
it. F?ut wc"\c gol to be certain that 
its solid and reliable when we do 
get it." 

The manager of one of tbe biggest 
group station o|)erations thinks that 
pro\iding dollar data "would be 
healthy and constructive and slionid 
he done" and wondered whether 
this didn't fall into the service area 
of the Radio Advertising Bureau. 
"It might be that RAB has put so 



Stc])bcn 1). Labunski, 
eral manager of WMCA. New York. 
>|)elled out \\hat should be done in 
detail. As be reasoned. infor- 
mation ubieli r-onld theoretically be 
compiled, i.e.. bj extensive monitor- 
ing, should be funiished voluntarily 
ill tlie intcre>t of enliaiicing the im- 
jxirtance of radio in the mind- of 

major asenries." Tbe only informa- 
tion this o\eculi\e thought should 
he withheld would be "the sort of 
detailed blueprint that would he of 
\a\uc to competitive stations." 

Martin Stone, president of the 
Herald Tribune Hadio Xetwork. 
wanted radio to |)ro\ide more dollar 
data because "It would ba\e to he 
an all-indu>lr\ activity. Right now 
we S|)end so much time fighting each 
other instead of selling tlie industry 
in conijietition w ith other media tliat 
we've made radio a ~econd-rate busi- 



lalTe.l with M-eond-rale | 
1(1 exiqinu on U-fU.sr, 
lion-.. \ M-al indn^rx <•( 
:.ile tbi- (lata would g^^c■ 
wa\ riji onl of the ban 
i>l in wliirlr .nn. b of it , 



of I 



Thu 



ii.-ed for dollar <lala i 
^^n needs and dri^(• 



r hght 



might help 
for radio and "radio doon't have 
enongli fighters among agencies. I 

wliere tbe media man wa- -o wd.l on 
a radio idea that be went into hi- 
l>laii- board, fought for it. and won. 
With more data 1 could make bis 
job easier and |K'rhai)s more agenev 

.pie would fight for radio. Right 

now he's tlie onlv one 1 know of." 

Otlu'r^ were suri)ri.--cd to learn 
that R\B did not have such dollar 
data available, or that the Station 
I{c])ve>cntatives \s.-n.'s gros> billing 

ceptcd a> gos|)el. A sale- executive 
tended to agree that "even if 1 can't 
use these figure^ todnv I'm in a 
growiim bu-ine..-. and in a <on|.le 
of years I'll really need it. W'r slioidd 
be getting |ire|)are<l now. since it'll 
take time'lo do what has to be done." 

Invariably the broadcaster- with 
the ■]iead-in-lhe--and' reaction are 
those with a rongh-to-sell station or 
with operations in maik<'t> so far 
down on tbe market list as to warrant 
little national s]iot revenue. 

"Vet." as one \eteran -tation exee- 
u[\\c pui it. "wc cannot ignore -mall 
market stations. To g(M (omiireheii- 
.si^e dollar data we will need tbe 
cooperaticm of station- in the ^ecoml 
hundred markets too. You'd be -nr- 

lind ^tation .-ales managers don't 
know what lia|)|iens in the national 
?|)ot field. 

"\ew ^ork writes ahol.t 60^' of 
all s|)0t. In \ew ork arc the top 
magazine pid)lisbcrs and tlieir -ales 
peo|)le. all of whom talk the same 

newspa])er re|i- and the) al-o talk 
the lingo of Madi^ju \venuc. In 
New 'I ork are tbe rep- of the lo]! 1\ 
stations: thev too have pallernel 
their paloi- to what the buver want-. 
Onh radio, with its .•^.(.(Mlodd sta- 
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ticiiii., has not been able to coiiforiu. 
Kven the toj) 10 rep? in New York- 
have trouble Iraininfi their stations 
to fit the needs of the achertisinj; 

"Among broadeasters, e.-i)eeially 
radio men, its ahvajs the other op- 
erator that is at fauH, ne\ er himself. 
Televisi(m stations learned to fit their 
in(lei)en(lenee and individuality into 
the needs of their eustoniers. Radio's 
need for dollar tlata can be the oiJen- 
ing radio needs." 



tect the i)rivaey of their customers. 
The SHA. for exanij)le, is on record 
as beinj; against providing this in- 
formation: \et some members, as do 
some stations, do jirovide it. Hut 
there is no overall pattern. 

Two things aie eertain. Just about 
a >ear ago the Hvoadeast Media Com- 
mittee of the lAs met with the SI5A 
and HAH. The Committee said, in 
essenee, "There is a great need for 
more complete data than is being 
I)rovi(le.d. Some stations provide 



) report in 1954, issued it until t960 as the Spot Radio 
now docs dollar data studies ^or agencies, advertisers 



Tyjjieal of the individuality of 
radio ojjerators is their reaction to 
agency cpieries for comi)ctitive in- 
formation. Tluis it is not unusual 
for an agency with a beer account 
to ask stations, "How much beer 
business have \on had in the hist 
(piarter? Hy brand in terms of sched- 
ule or expenditure?" 

Some stations provide jjartial an- 
.swers, soiiui [irovide none. Some feel 
the agency is taking an unfair ad- 
vantage; others that they must pro- 



moie information than others, not 
all of it is the same- most do not 
provide enough, and »-onii)are(l with 
magazines. newsi)aiK:rs, and tele- 
vision there is not enough material 
for agencies to really understand 
radio. Work with us in setting up 
a joint venture that will benefit all 
of U.S." 

'Hie SH.\ and the llAl? jiolled its 
members and came back with a nega- 
tive answer. It was too exi)ensive a 
research elTort! 



The second known fact is that four 
dilTerent attempts have been made 
to gather (lefiniti\e data. Each of 
these has failed for lack of station 
sui)i)ort. A fifth is now in operation. 

The first of these, going back to the 
heyday of network radio, was the 
IMB's dollar data on radio network 
billing by advertiser and jjrodnct 
categories. These reports were dis- 
continued in 19.'j.i. 

Then there was i\. C. Horabaugli's 
\ational Radio Record ser\ ice started 
in July 19.39. With the cooperation 
of all 19 radio stations in the \ew 
York City market this provided dollar 
data in network, spot, and local bill- 
ing by advertiser, by brand, length of 
I)rograni or amiouneeinent and time 
of broadcast. 

Thai first issue was the last one. 
Kach cooperating station received a 
free copy of the report and would 
neither cooperate nor subscribe the 
next time. e\eii though the agencies 
were willing to subscribe. 

R> 1940 Rorabaugh's Radio Record 
was a straight agency ser\ ice activity 
called .'spot Radio Advertising. It 
was also han(lica|i|)e(l b) a chronic 
inability to get full advertiser cooper- 
ation in releasing schedules. 

\U 19,>1 Rorabangh moved into 
tv and sold his radio report to James 
Roerst. whose F]xeeuti\ e Radio Re- 
search Serxice published the Spot 
Radio Report until 1960. Again a 
lack of cooperation and supi)orl was 
responsible for the demise. 

Meantime, in 19.1.'? the Broadcast 
\d\ertiscrs Rei)orts started monitor- 
ing radio stations in 12 markets. They 
tai>e(l off-the-air and jjrovided a corn- 
referenced bv advertiser and bv sta- 
tion. By 1960 BAR was out of 'radio 
and into television because: a1 the 
-tations wouldn't subscribe: b1 as 
the number of radio stations in- 
creased it became more costly, thrice 
as expensive to monitor radio as tv; 
and e) radio sales peoijle were not 
as effective with the use of BAR re- 
jiorts as their coiinler|)arts in tele- 

In Los Angeles, in 19,i8. a group 
of -lation men at a meeting of the 



•iPONSOK • 27 AUGUST 1962 



" Soutlieiu California Hroaclca.lei.- 
A.Mi. (lci-i(l('(l that ll.e> nei'dcd dollar 

' data ahoiit their market. They agreed 
to send to a certified piihlic account 
each month their national and local 
hilling fignre.s. The accountant wonld 
prepare a total and give each con- 
Irihnlor a copy. Thn.* e\er\ .station 

in comparison to the rest of the 
Lo.s Angeles market. 

Kach station paid S2-1 a \ear for 
the .ei viee. filed figures i>nck'to 19.M. 
so that a realistic harkgronnd of in- 
formation could he compiled. A 
group of conii)elitiors in the same 
lo\\-n \\ere working together for the 
henefil of all. Eleven stations now co- 
operate and each benefits. The in- 
formation is not used eompetitivelv 
but !s used elTectively internallv. 

Meanwhile, the agencies turned to 
Jim r.oer.-l and hi? Executive Radio 
Research Service to get the answers 
to their competitive product questions 
about stations. Today these surveys, 
made with agency support and station 
cooperation, are !]0'7 efTeclive. but 
the information is ne\er available to 
the stations. 

In \9nG the .sRA. using its Gross 
Rilling Estimate Rejjorts. which are 
prei)ared by Price Walerhouse using 
data i)ro\ided bj the rep firms, pub- 
li.shed the first cominebensive dollar 
data report in .3.3 diflerent categories. 
Rut here again it was a case of lack 
of full cooperation on the part of the 
jiarlicipants and these fi"nres soon 
fell out of favor. 

Finalh in 1%0 a dio lime sales- 
man, who had i)een a station opera- 
tor and. as he put it. "was hurting 
for information about bis product." 
devised a report that was. "siriclb 
for use as a sales and program tool. 
I m not a researcher and there's notli- 
nig slide-vnle about mv re|iorl.'" 

The report is ".Metr.) Monitor." pub- 
lished weekly for the New York mar- 
ket. MM covers the top eight station? 
in the market from 7 a.m. to 11 p.m.. 
Mondav thru Frida\. It lists each ad- 
vertiser, each spot, and each record- 
nig. Six stations subscribe and get 
the report each Monday morning. 
Each report lists five of the eight 
stations, and swings one station in. 



another out, each wetrk. 'Flius by the 
end of eight weeks all eight stations 
Fiave been fully cov(>red, so every sub- 



evident, 'i'hal radio wmdd benefit by 
providing it is also apparent. How it 
might be (b.n.- and bv whom and at 



This is Los Angeles dollar data 
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seriber knows what has hapi)ened in 
his market last week. 

That the buyer wants dollar data is 



what expense will be Part Two of this 
SPONSOR special report. It \vill appear 
in the next issue. ^ 
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RADIO/TV TEST MARKETS '62-'63 



^ Aiiioiij; si«;iiificaiit chaiifics in lest iiiark(;tiiig today 
is {;rowtli of larj;or iiiark<'t and «;oo*ira|)hical area 

^ Station rrps <'iij;a«i<'<I in hijj caiiij)ai«ins to I'noreasr 
use of l)roa<Ieasl media for leslinjij of new products 



the l)ioa.l.n>l iiM-di;. arc 
iimori- llio >ij;„ifu-anl "sink or s^im" 
ImmMc- of ttalcr in lo (•\aliintc 

sale- |>olciilial of iww [irodiuls and 

particular, arc pointing np llic iin- 
rricMsc \alnc ..f l.roadcaMin- in IcM 
niarki ling |c( liniiiucs. 

"Wc lunc known n,a,iv.nian> nian- 
nfaclmcis lo spend loo lilllc for test- 
ing l.nt we Ikuc iic\cr knoun a 
single niannfarinrcr to -pcnd too 
nuich." \rthnr C. Nielsen, chairman 
of \. ( . XicKcn Co.. .iliMMAcd rc- 



cnce that 
ridcniai.fi, 



I.eo linrilett. cliainnan of the ii.ird. 
I.eo liurnctt Co.. noted tiiat -'tllc ])ni)- 
lic (Iocs not know wiuit it wants and 
liiat there is no sure wn\ of fnuling 
out nntil li)e idea is exposed nnder 
novinai conditions of sale." 

in the opinion of tlie Nielsen or- 
ganization, which has h.vn con.lnct- 

prodncls. inipro\e(l prodnc Is. jirodiicl 

-.tore (lr-.])laNs. sampling, conponing. 
factory packs and other as]iccls of 
niarkc'ting change, ih.nc are s,.nic 20 



\'\ia\ ste]js lo .successful lost niarkel- 
ing in today's highly conij)elilix e ap- 
peal lo the American consumer. 

If nianagenrent is lo derive full 
\ alne from market testing, it is neces- 
sar) lo 1 I decide on the primary pur- 
pose of the lest: 2) ])lan ahead: 3) 
.set test goals l.ascd on the o\er-all 
marketing plan: 41 seek the fads; 5) 
hcnefit from eoniparali\e testing: 6) 
profit from professional a(l\ice: 7) 
select rcprescnlati\ c test areas: i!) em- 
])lo\ pro])cr research procedures: 9) 
cslnhlisli a test l.ase: 10) follow com- 
pclitor'* share of market; 11) wel- 
come e\])osuve to com])elitixe retalia- 
tion during the lest: 12) examine 
rt'taiiev cooperation ami support; 13) 
wail for repeat sales after the initial 
purchase: IH coordinate adverti.sing 



l.l) 



)id 



advertising i>\ ()\ (■i -promolion during 
the test: IO~l e\alnate all possible 
sales-infliieucing factors: 17) avoid 
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inlet fcn-iK-e willi the test Dticc it is 
lauiu-licd; III) adjust lest fimliiigs to 
cliaiifics wliicli occur during tlio lost 
iMler\al: I'J) allow the lot to nm its 
course and 20) use a test niarketiup 
serxice whose uielliods spell nernraev 
and relial)ilit\. 

HIair Telex i>ioti Companies this 
iiionlh released a ne« hooklet outlin- 

selreh s<-r\ iee. This serxic.? is axa'ih 
ahle oil I?lair-rei)reseiited stations and 
is adniinislered under the super\ision 
of Ward Dorreil. \ ire president in 
charpe of researeh of HIair Tele\ision 
Companies. The lilair Tot Market 
Plan, more familiarh kno\^n as TMP. 
is availahle in anyone of 32 i?lair-TV 
and HIair Television Associate's j-ta- 
lions and during llie jiast four \ears 
has been used hv ad\ erii.ser;. and 
ageneies in virtualh all of lhe#e niar- 
kels for measuring spot tv elTeeti\e- 
ness. 

Dorreil told SI•o^soK that lo date. 
11.3 plans lia\e heen eompleled test- 
ing copy api)roaehes. .schedule strat- 
egy- and efTceliveness of announce- 
ments v.s. i)rograms. -TMI' is tpialita- 
li\e." Dorreil declared, 'ii determines 
the audience's share of mind rather 
than just .share of audience. The 
TMP lechni()ue is a l\\()->iep jiroced- 
ure calling for before-and-after re- 
search and can be done bv personal 
inter\iew or telephone contact." 

According to Dorreil. TMP does 
not necessarily replace tlie advertis- 
er's own market testing plans hut 
rather .supplements and provides an- 
other string to the how on product 
and media toting. T.MP. in Dorrell's 
opinion, provides an awareness to the 
advertiser and agency of the accept- 
ance of a new product and successful 
means for placing it before the pub- 
lic, lie. said one market may be used 
or a nniitiplicity of markets. As 
many as 1.5 markets have been used 
h\ one ad\ertispr. norrell said. 

T.MP may be used to measure 
brand a\\areness, sales results, jiroper 
approach to copy, accejJtance of a 
n<■\^ product. efTecti\ en.-ss of difTer- 
enl media, one .spot tv technique vs. 
another, eorjjorate image of the cam- 
paign, impact of eopy and packaging 

TMP has been used by such large 
firms as General Foods. Colgate- 
Palrnolixc. I?. F. Goodrich. General 



Mills. StandanI liran.N. J. I!. Wil- 
liams. l!ri.stol-.M\ers. I.estoil Prod, 
nets. P. I.orillard Co.. Sludebaker 
Corp.. I'nion Carbide. Philip Morris, 
and many others. Dorreil said that 
T.MP was a "foolproof" way of test- 
ing the efleetiveness of a test market 
tv campaign, nioreoxer. without a 
cash outlay for re.seareh. TMP. he 
<>\plained. in\olves no expense to 

Indications are that the range of 



lest sites are bei 


ig widened conslant- 


1>. True, one see 


sa har.lcoieof cities 


listed \ear after 


^c■.u■ as favorites for 


test marketing. 


but in recent times 


there lias ap|.ea 


ed valuable research 


information fn 


m .station reps and 


other interested 


parties making the 


point that the 


list of lest markets 


-should be w idened and ollering valid 


reasons for so <l 




In an efTort 1. 


make some advertis- 


ers and their 


igencies aware that 


there are some 


other ''natural test 


market buvs" 


around. The Kat/. 


\genc> is ai.oul 


to release a carefulK 



prei)ared document on present-dav 
test markets. 

''We have had an increasing num- 
ber of i|uestions about te^t markets 
and test marketing from the lele\ i- 
sion salesmen at The Katz Agency,'" 
Kenneth .Mills, associate director 
of research and promotion, told 
si'O.NSOK la.st \^eek. "To better e.piip 
them to ansW(>r these (|ues|ions wh(>n 
tossed at tlicrn bv ad\erti.sers and 
agencies, we undertook to compile, 
for markets in which there is a Kutz- 
represcnted television station, data on 
sonu' of the basic test marketing 
criteria." 

.Mills and his colleagues at The 
Kat/ Agencv belie\e thev have pro- 
duced a useful tool in evaluating, for 
test market purposes, both these mar- 
kets and the media available in them. 
Mills said the comijilation was ar- 
ri\ed at after numerous conversations 
with marketing people at both the ad- 
vertiser and agency levels. 

'"W e are hopeful that this lest mar- 
keting stu<l\ will give our salesmen 
some \ aluable ammunition in talking 
test markets." Mills declared. "In a.l- 
dition we would like to think that 
there may be. for advertisers and 
agencies, some eje opening informa- 
tion on markets not usually recog- 



Station rep 
execs boost test 
marketing in 
active broadcast 
media campaigns 




STATtON representatives are providing 
valuable ammunition in selling test marlets. 
(Top) Ward Dorreil, v.p. In charge of re- 
search, Blair Television Companies, and (be- 
low) Kenneth Mills, associate director of 
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nizcd as 'natural test market buys'." 

How are test markets selected? The 
Kalz Agency, after many interviews 
Willi marketing experts at national 
advertisers and agencies, came to tiie 
conclusion that there is no uiagie 
formula. "In fact, there seem to be 
as many formulae as there are mar- 
ket objectives," Mills asserted. 

But marketing men. according to 



Mills, agree that the following factors 
weigh heavily in most choices: mar- 
ket (metro area I size, market typical- 
ity, market isolation, media facilities 
and media balance. 

The Katz Agency, in this compila- 
tion, sets dovNu for each of the mar- 
kets iu which there is a Katz-repre- 
seiited tv .'•tatioii, some of the more 
important rriteiia used. 'Hie tabula- 



tion is divided into three parts: Part 
1 entitled "Metro Area Market Data" 
includes tables showing total popula- 
tion, total households, jjcrcentage 
breakdown of households by income 
groups, effective buying income per 
household, total retail sales ])<t house- 
hold, total retail sales as percentage 
of eilective buying income, food store 
sales ])er household, number of food 



Major national companies using two spot television markets 



American Chicle Co. 
American Home Products Co. 



Beecham Products, Inc. 

Jolin H. Brecl(, Inc. 
Bristol-Myers Co. 

Carter Products, Inc. 
Cslgate-Palmolive Co. 

Food Mtgrs., Inc. 
General Foods Corp. 



General Mills, Inc. 
Gillette Co. 



Coughets — Cincinnati, Spokane 



Children's Anacin— Sioux City, Iowa; Columbia, 



Wizard deodorizers— Fresno, Tulsa 



Breck stroke S color — Phoenix, Evansville 



Decongel — Evansville, Columbus, Ohio 

LBQ— Denver, St. Louis 

Softique bath oil— Atlanta, Kansas City, Mo. 



Colonaids — Evansville, Ft. Wayne 
Ad Tabs— Portland, Me.; Dayton 



Brim breakfast drink — Albany, N. Y.; Columbus, 
Ohio 

Kool Aid— Honolulu, Meridian 

Sanka instant coffee— Watertown, N Y.; Belling 

ham, Wash. 
SOS soap pads — New York, Philadelphia 
Twist powdered drinks— Denver, Syracuse 



Safflower Oil— Syracuse, Columbus 
Betty Crocker pancake mix— Sacramento, San 
Francisco 



Paper-Mate pens — Baltimore, Cleveland 



Chiclets— New York, Philadelphia 



Cashmere Bouquet soap-— New York, Cleveland 

Vam hair tonic— Kansas City, Oklahoma City 

Vel soap powder— Kansas City, Mo.; Johnstown, Pa. 



Jello gelatin dessert— Philadelphia, Dallas 
Jello pudding, pie filling — Watertown, N. Y.; 

Bellingham, Wash. 
Rally dog food— Watertown, N. Y.; Bellingham, 

Wash. 

Sanka instant coffee— Watertown, N. Y.; Bellinj 
ham. Wash. 



Bisquick— Denver, Buffalo 

Danish sweet rolls— Baltimore, Norfolk 

Gold Medal flour — Louisville, New Orleans 
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stores, percentage of food \olimie l>y 
ehaiii!;, i)erteiilage of food voliiiiie 1>\ 
leading chain, drug >tore sales per 
lionseliold and nniid)er of (h ug sloii-s. 

Part II of the K'al/. Agciic) com. 
pilatioii is eoncerned with data on tv 
coverage, rates, etc., and jjrescnts tv 
stations reijreseiited l)y Katz.tv homes 
in total market area, highest 20- 
second rate in market, market cost- 



per-l.(H)0. concentration of tv cin lihi- 
lion and penetration from "outside" 
t\ stations. 

Part III lists local media: tv .-ta- 
tions, radio stations and nc\\s|)ai)ers. 
There is one market to a jjage. T\ 
>tations are hroken do^^n hy call- 
letters, channel and network; am ra- 
dio h\ call letters. frc(inency and 
power; newspapers 1)\ title and pnh- 



licatioii scliednlc. liicniation and 
avaiiahility of KOI' , oior. 

Although some ad agenc) market- 
ing de\ elojinient chieftains regard big 
cities a.- too cx|)cn>i\e for testing 



lid 



istai 



insofar as results are con- 
here has been nevertheless 
1 tendency, M'dnsor editors 
lease turn to [xiiie 50) 



as ^^test tools'' for their new brands and products'^ 



Kellogg Co. 

Lestoil Products, Inc. 
Lsver Brothers Co. 



Miles Laboratories, Inc. 
Noxzema Chemical Co. 
Pharmacraft Labs. 
Pillsbury Co. 

Procter & Gamble Co. 

Ralston-Purina Co. 
SimonizCo. 
Sterling Drug, Inc. 

Warner-Lambert Pharma. Co. 



Gold Medal spaghetti— Chattanooga. Knoxville 

Sparkle & Pine— Detroit, Scranton 

All Handy Pack— Ft. Wayne, Toledo 

Hum detergent— Jacksonville; Harrisburg, Pa. 

Lifebuoy soap— Honolulu, St. Louis 

Lucky Whip— Cleveland, Youngstown 

Swan liquid detergent— Honolulu, Bellingham 

Miles after-shave lotion— Rockford. III.; Ft. Wayne 

Cover Girl make-up— Ames; Binghamton, N. Y. 

Fresh Deodorant- Los Angeles, Boston 

Nine Flavor cake & frosting— Washington; Colum- 
bus, Ohio 

Pie Crust Mix — Washington, Baltimore 

Pert shampoo — Denver, Nashville 

Thrill liquid detergent— Buffalo, Seattle-Tacoma 

Whirl liquid shortening— Wichita, Youngstown 

Cat Chow— Ft. Wayne, Spokane 

Tone Furniture Polish— Honolulu, Toledo 

D-Con insecticide— Charleston, W. Va.; La Crosse, 
Wis. 



Oculine eye pads— Ft. Wayne, Knoxville 



Casserole Mix— Davenport; Utica, N. Y. 
Hot Roll Mix— Rockford; Utica, N. Y, 
Pancake Mix— San Francisco; Utica, N. Y. 



American Family detergent— Chicago, Rockford 
Lilt shampoo— Louisville, Ky.; Wilkes Barrie, Pa. 
Whirl liquid shortening— Great Bend, Kans.; 
Wichita 
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CONDUCTING a final taste-test on H. J. Helm Company's baby food line which has been cooked by a new patented process (using steam) are 
four of the firm's chief executives (I to r): B. D. Graham, executive vice president-U.S.; Frank Armour, Jr., president; Henry J. Heini II, chairman 
of the board, and C. L. Rumberger, vice president, research quality and control. New process cuts cooking time from 30 minutes to less than 5 sees. 

Spot tv adds variety to Heinz buy 



^ Spot iv, used lor first iiine on behalf ol" baby food 
line, jrri.s 10% of $2.5 inillioii biid-ei; nci iv <j( is 20% 

^ Spoi buy— {M'iinc iiinc on 62 istalions in 27 niarkeis— 
is (lrsi<;n<'<l io cxicnd rcacb io boib oonsnnicr and trade 



Tw „, 


1. ll<-inz CniiiKiinV 


livo- 


nioiilli. 1111 


Uiiuilli.m-.lollar a.lv 






on Nvln.h Ix-an in 


I\Iav 


oii l.clialf 


of il-^ ..<•« slea.K-1, 


.'k(ul 


c.mkiMi: |H 


,<■.-> aiul now lal.ol f 




117 l.al.v 


food.s. icarh a 


|,<-ak 




ill the ncNl fc« « 


••■ks. 


r(,nil)inin^' 


Ihc of •■iplil M5( 


TV 



<lii\linu' |>i(i^r.iiii». |)riiiK> liino Iv 
(hrinp //W for ihr first litttr\ on 62 
slalioii^ ill 27 loji markcl^ llirouiili- 
<„il Ih.- .-.mnlrv; fouiwoln, .p.ra.ls 
in 17 wom.-nV imciv-l ina-ax.iiic?. 
many of wliicli arr '-old in -njiPi - 



niaik("l>. and new >i)ii|)(M > in sclcelrd 
niaikcl.^. 

rlio huizc ihrce-iiKHlia cflorl 
fliadc sonrccs indicalc llie lolal eosi 
iv nl.onl s2..-, niilli.ni. of uldcli Sl.r^ 
million iv alloralcd lo Ivl uill al^o 
loll new niolhcrv. \ ia n nalionwidt- 
|)ro<!iinii of dirccl mail and nialt-r- 
nil\ lio>|)ilal niailiims. liow llic 
•'l.-clni.dogical bioakllir.ni^li in food 
prorcvviii^" uill iM'n.-fil llu'in and 
llK'ii liahii'v. 

(Claiming thai l\\c "luilrilion- 
jriiaiilinj;" cooking |)roccs!! for 



I loin/.- hal.y food line "doscrvrs all 
lh(> sii|)|iorl we arc |)Ulling bcliind 
il." llcin/, ])rrsi<lpnl Frank Armour, 
Jr., cxiilainod thai "llic process is ihe 
final rcsull of several years of steady 
researeli and reri])e eollaboralion be- 
Iwceii ileiii/. seieiilisls. eiiefs, and 

■'W illi this new |)aU>nle(l |noeess," 
lie eoiiliiuied. ''eooking is done will) 
a (dn)|iacl. eonliniuuis |)rcssurized 
now ..f food. Eaeli individual par- 
liele of food, llie food leelmologisLs 
e\|)lain. iv vus])cnded in and vur- 
rounded 1)\ vicani for just llie in- 
?lanl ii"(|iiiied for ils ])ro]ier eook- 
ing. . . . Thiv paiev the lolal eook- 
ing lime from 2.') lo 30 iiiiiuiles lo 
from a fin.^liini of a .veeond lo five 
.seeonds." The food is ihen sealed 
willionl (l('la\ in jars. e\('e]il for 11 
jniees wliicdi are eaiined. 
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l\ , iiiul prime litiic at lliat, \\a>; 
to siippli'menl our (l)i'iti/l (la\linie 
reach on our regular network iv pro- 
grauis," according to account execu- 
tive Rod Hurlon of Mnxon, Inc. (Do- 
troit), which haiidhs llcin/' a(l\ci- 
lising. 

Hnrtoii explained that rsidscn fig- 
ures show that tlii^ llcinz daytime 
commercials reach one-half of the t\ 
homes in the \ 
foiir-week l.asis. 
reachiui; more no 
cd. the^i 



S|)0 



pr 



I Stales on a 
I addition to 
others, he add- 
ides a dra- 



matic introduction of a new product 
improveniciit and new package to the 
consnnier and to tlu' trade. 

For this reason. Burton ex|)lained. 
the s])ot t\ budget was a|)|)ortioncd 
40^ of the whole, roughK speak- 
ing, while network t\ . magazines, 
and newspapers received 20*^ each, 
The network liu\. which extends 
from early morning to niid-aftcr- 
nooii. includes First Impression. 
Concentration, I'lay ) our Hunch. 
Truth or Consequences, Lorettu 
Youn^. Price Is Ripht, Here's Holly- 
wood, and Father Knoiis Best. 

Jim Cordon, Ueiru advertising 
manager, said that the company gets 
from four to fuc one-mimite com- 
mercials a week on the eight NBC 
TV shows on hehalf of l)al)\- foods. 
Approximately eight minutes arc dc- 
\oted to other Heinz products. 

On spot, ahout six 20-secorid mes- 



sages are ain-d a week on each of the 
()'2 .stations, he said. 

"Of course, it's much too early to 
gauge consumer reaction to the sjxit 
campaign." Burton said, "hut a tour 
of 21 of the 27 spot markets shows 
that the sjiot tv cam|)aign has been 
received favorahly l.v the 'llciriz 
famil\' in those cities, \\V\e had 
good reaction." 

In addition to the network and 
spot tv activity, a three-month, cross- 
ef>nnlr\ circuit of puhliciiy apjiear- 
ances on t\- stations is hcing made 
hv Miss Mice Vakiiiis. nutritionist 
and hahy f.)od counselor. The sched- 
ule was arranged h\ Kctchnm. Mac- 
Leod & Gnne. I'ittshurgh advertis- 
ing agenev which handles corjioraie, 
|)rodiict-promoti(Mial |)nhlieitv for 
lleinz. 

Ilca.ling Kast soon. Miss Yakulis 
alread) has aj)pearcd on t\ |)rc)grams 
in I'ittshurgh. "^'onngstown, Louis- 
\ille. Colnndius. Kansas Ch\. Dav- 
lon. Cincinnati. Memphis, \asli\ille. 
ami .^t. Louis. 

Miss Yakulis usually appears on 
women's programs during the day- 
lirue, \\eraging ahout eight minutes 
a show, she descriln-s the new |)roc- 
ess hnt cm|)hasizes nutritional hcnc- 
fits. increased retention of natural 
vitamins, brighter and more natural 
food c.lors. etc. 

She has also represented lleinz ;it 
exhibits at the recent \mcrican Med- 



ical Assir. ..,n^erl 
couvciitinris. 

As for the dire, 
pilal mailings as| 
paign, a new pad; 
was mailed for llic 
to hospitals all o^ 
a (piantitN- whie' 
u nuijority of 
c()inpelili\e rea 



ail and iii lros 
of the .am- 
witli a booklet 



IS ex|)ecled to rea( Ir 
cw mothers. (For 
us, lire firm would 
number of mail- 
ings.) T he mailings are sent to hos- 
pitals monthly, along with cards ad- 
dressed to hospital oflicials to se(; 
that the jiackages are being sent to 
the right dcpailmcnts, and in snfTi- 

Faeh package contains a booklet 
listing the MiC's of babv feeding; 
|)rernium offers: a s|)ecial offer on 
baby |)ans: a sjiecial letter to the 
mother; coupons whidi can be re- 
deemed at local markets, and a pro- 
motion leaflet explaining the new 
|)rocess. 'Hiis package re|ilaces a 
booklet which had been sent to hos- 
pitals for the past three years. 

The direct mail campaign began 
in July'.nMlh I3,0()() mailings lo pedi- 
atricia'n;. ''_aud 20.000 to nurses 
througbout the country. A mailing 
usually consists, of an\ of eight pieces 
of litc^rature thenied to |)rcnalal care 
.?f the mother or care and feeding of 
the infant. 

IVescntb. the booklet in this group 
(I'lca.sc turn to />«ge :i2 I 



OLD AND NEW: redesigned label (r) features a new 'Heinz baby' and diminished emphas 
the 57-leystone logo to aid consumer shelf Identification. Easy-serve iar also Is 



A KEY man In the massive, three-media 
paign Is Jim Gordon. Heinz adv. 
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SAN FRANCISCO'S AD WORLD— 



^ 125 Bay Area agencies rack up $140 iiiillion aiiiiiial 
hillings in a non-Madison, non-3Iicliigan Ave. climate 

^ Ocativity, Mcstcrn-stylc, media-buying keyed to 
outdoor living arc tyj)ical San Francisco trademarks 




V the ad business like in 
San Francisco? Ask that of any 
{;enuine Bay Area booster and you're 
apt to be greeted with a spate of 
C h a nibe r ■ o f - Coinnicrce-t\ j)e jirose 
that will eitiier send you reeling 
speechless back to Madison, Michi- 
gan, and other tyj)ieal ad alleys of 
the nation, or (and this is likely tooj 
will have \ou chucking your job, 
packing your bags, and making your 
get away to the Golden Gate by the 
next jet. 

That's one of the troubles in try- 
ing to make an\ objective assess- 
ment of the San Francisco advertis- 
ing scene. So much local pride, re- 
gional pride, and l.'^-state western 
pride persists in getting in the way. 

RecentI). however. SPO.NSOR did 
attempt a modest San Francisco "ad 
image" snr\ey. Onr findings: 

. The Bay Area advertising world 
is an entirely different kind of cos- 
mos than that found in any other 
American eitv. including Los Vn- 
g.-les. 

• Its characteristics are influenced 
by the San Francisco cultural tradi- 
tion, by the jteenliarities of western 
living, and b\ the j)ioncer (jualities 
of youthfnlness. friendliness, open- 
ness, and eoojieration. 

• It demonstrates an extraordi- 
nary interest in advertising club and 

than Xew York and j)robabl\ more 
than an\ other city in America. 

• It emphasizes creati\ it\ in .'d- 
most everv pha-e of the hn-ine-.-. 
particularly copy. tv. and media bn\- 

• It i.-. in itself, a very substantial 
;id\ertising center with approximate. 
I\ 12.1 Ha^ Area agencies sharing 
• iver SI lO.fkm.OOO in annual billing-. 

Vmcng San Francisco agencies, a 
nnuilier are branch ollices of New 
^ ork based firms ( HllDO. N. W. 
\\er. ^ivH. JWT. Gre\. K&F. UN. 
ciW. Mci:. 1)-1)-H. FK.C&ll. FC&Ui 
«hich handle substantial billings. 
Ibit lliev no means overvNhelm the 
Mich ^^■ell.established West CoaM 
<hops as Guild. Mascom & Honfigli. 
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ITS PRIDE, PATTERNS, PEOPLE 



lloni-CooiHT llarriiiptoii. Joliii- 
x.ii & Lewis; othors. 

(^oiiipt'titicjii for rt'^'ionnl hiisiiR-.-s 
i> \cr\ ink'iisf hut ju>t ;is stronjily 
attractive. Carnation Conipaiiv, 
lliiiitV F.M.a \ Industries. California 
I'ai'kinj;. and Kaiser industries are 
ail l)ase(l in tlie refjion. ('arnntion 
ranl^s (>Uli anionsi tiie nation's top 
100 sponsors with tlie otiier three are 
not far i.ehind. 

Nationailx -famous eoffee trade 
naine> Hills Brothers. Folger's, MJH 
and S&W. heavy advertisers in 
hroadcasting. are all centered in .^an 
Francisco. 

The natio.i's leadin;; wineries, hig 
air spenders with ainiual budget? to- 
taling o\er Sl.T million, are in the 
West and carry their product names 
coa.^t-to-coast: Callo. Guild. Italian 
Swiss Colony. Christian Brothers. 
Santa F"e. etc. 

Other nationally -famous hrand 
names based in the West: Sunkist, 
DoU- Pineapple. Foremo.st Dairies. 
Mattel Tovs. Purex. Squirt. Star-Kist 
Tuna. Vic TannvV Health Clubs. 
Tidewater Oil. U.' S. Borax, S.O.S., 
\ an Camp Seafoods, Contadiiia 
Foods, and Sliiek Safety Razors. 



The nation's booming electronics 
field has bead.piarters concentrated 
in the San Francisco-BaN \rea. par- 
ticidarly in Santa ('lara and San 
Mateo counties. And on the heavy 
industry side, there ;'.re a niiiidx'r of 
nndti-million-dollai ad\ertiser>. nota- 

San Diego, Douglas at Santa Moiiica 
and Lockheed of Biirbank. 

Spot tv salesmen reaped a golden 
harvest this past year with around 
TOO advertiser? in the area spending 
close to S()0 million, twice the 
amount obtained by tv networks 
from the same (lient^. Spot radio 
tallied SH) million, while network 
radio totaled slightly over Sl.."i mil- 

Ilonig. Cooper Harrington 
topped the agency list of spot tv !)uy- 
ers. spending 5:^.4 million for Clo- 
ro\. a division of P&G, and .S'lO niil- 
hon for United \'intMer5' Italian 
Swiss Colony and Petri Wines. Oth- 
er advertisers who used spot tv e\- 
( lusively in the broadcast field were: 
Gallo Wine? iBBDOl, S2.fi mil- 
lion: Hills Brother? Coffee (N. W. 
Aver). S2.7 million; MJB Coffee 
(BBI)Ot, Sl..^ million; Folger's 



ColTee (FKCvMll. SO.!! nnlli.Hi; 
(.offee ll)-l)-Bl .SO.l. million; and 
l-orenioM Dairio iGlkKFi, ^0.1 
million. 

Kaiser lndu>tries I ^ .M! I pnt iheir 
entire air budget of .>.■). .'S million into 
network t\ . I!al?t..n ( ereaK iGlSiFl 
pnt S.!..") million into network t\, 

San Francisco admen -ee their 
>itnation a- essentially uni(|ue, with 
su(di factors a> the city'- cnltural 
heritage and the mce-ity of accom- 
modating to we-tern wa\>, continu- 
ing to mold both their prodntt and 
image. Harry A. Lee. ^ .],.. JWT and 
president, San F^rancisco Chamber of 
Commerce, articulates th(! (■on>cn>u>: 

"It is natural that ^onic of the 
many cultural inflnenc- of San 
Francisco and the peculiarities of 
western living wmdd bo reflected in 
the ad\erti?ing created here. \l?o, 
San Francisco agencie- plai e consid- 
erable emphasis on creative media 
planning to take full advantage of the 
living habits of western families. 

Another summary statement of the 
"spreading" Bay picture i.- found in 
this commentary b\ Jf)hn W. I)a\ is, 
.-ecretary -treasurer and nu^lia direc- 



Four of San Francisco's top advertising leaders 

AD LEADERS— (l-r): Harry A. Lee, v.p., J. Walter Thompson, pres., SF Chamber of Commerce; Charles R. Stuart. Jr., 
adv. mgr.. Bank of America, president SF Ad Club; John W. Davis, sec'y.-treas. and media dir., Honig-Cooper and Har- 
rington, chmn.. Western Region of 4As; Ray Sweeney, account executive KNBC, president San Francisco Junior Ad Club 
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Irics from agencies in Alaska, Ari- 
zona, California, Colorado, Hawaii, 
Idaho. Monlana, Nevada, New Mex- 
ico, Oregon, Washinglon, Wyoming, 
I'lah and Hrilisli Columbia. 

The over TOO-mendier San Fran- 
cisco Adverlisiiig Club ])ickcd up 
llie lah on a 30-minnle lechnicolor 
niolion piclurc dejiicling ihe people 
and work heliind 31 winning ads 
suhinillcd for all media al ihis AAW- 
s])onsored comjielilion. Produced bv 
Joel Goldfus (HHDO, San Francisco) 
and filmed by Florence and Dick 
Fowler (San Francisco), ihe film 
was a fealure allraclion al a San 
Francisco \il Cluli luncheon, ihe 
Sheralon-l'alaee I.t Augusl. presided 
over In Charles R. Sluarl, Jr.. presi- 
deiil, San Francisco Ad Club, ad 
manager, llie Hank of America. 

Prims of Ihe film have l.ecn made 
available and inlercsled parlies mav 
conlacl ihe AAW, \\'orld Trade Cen- 
ler. San Francisco. The only charge 
is ihe cosl of mailing. 

Ill a similar l\])e \ cnlnre. llie San 
Francisco Junior Ad Club, a 100- 
member adjuncl of ibe SP" Ad Club 
for ad ])eo]de under 28. beaded by 
Ray Sweeney, nccounl execulive al 
KMiC, ]jroduced al ibeir own ex- 
])eiise a series of 3oinni color slides 
dediealed lo advevlising and cnlilled, 
■■ \ Heller Mouse Trap." 

Pr(i\ided wilh iii-])erson narralion 
supjilied by club members, ihe slides 
have been sbowii al schools, colleges, 
junior C(dleges and al various clubs 
lliroughoiil llie area and olher Wesl- 
erii juirls. The. Jmiior Club follows 
lip llie preseiilalion wilh research 
iiilo sludeiil and organizalion reac- 

As if iioi lo be oiildone. r>ay Area 
broadea>lers, combined in ihe San 
Franci^eo Hadio Hroadcaslers Asso- 
eialion and beaded ibis year bv El- 
mer W aMie of KCO. produced a 15- 
ininulc lape, 'The 3 R's Of Ray 
\rea Radio Repeal. Remember. Re- 
ad." for adverliscrs and agencies. 
1 1 is also available free of charge lo 
-imilar radio groii]is or lo individual 
>lalions. The lapc is aceom])anied by 
a eom])Icle wrillen and ])iclorial ])res- 
enUilion elaboraliiig on ihc lajie's 
dala. 

Charles W. Collins, exec, v.p., 
il'lcasc turn lo pasiC .lOl 



':''iiiiiiiiiiS':xr4MiiiiiliiiiiiliMiiiiii^«mK>'''':;ii;iiiii''i: i'-":i:iiiiiii:iiiiiiiriiiiiiiiiii'"': 



What San Francisco stands for 



Among prominent admen who 
have helped fashion San Fran- 
cisco's unique advertising image 
are Charles W. Collier, exec, v.p., 
Advertising Assn. of the West (1), 
and John H. Hoefer, pres. and bd. 
chmn., Hoefer, Dieterich and 
Brown. From interviews with them 
and other agency, advertiser, and 
media executives, SPONSOR has 
put together the following list of 
characteristics which seem most 
typical of San Francisco's adver- 
tising climate. The list is, of course, in no sense "official" 
nor does it represent the personal opinion of any adman in- 
terviewed. It aims only to summarize "what makes San 
Francisco advertising different." 




1. Pride in San Francisco culture and traditions, and strong 
faith and belief in the future of the 13 western states. 



2. Creative advertising copy, influenced by the western 
qualities of friendliness, openness, humor, inventiveness. 



3. Creative media buying, particularly in the development of 
media plans to fit the special conditions of western living. 



4. Highly expert knowledge and use of tv and radio spot be- 
cause of the substantial number of large regional accounts. 



5. Strong, well-supported associations and clubs, and par- 
ticipation by admen in many types of civic affairs. 
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COMICS UP, MYSTERIES DOWN 



^ iM(;(lii'a1 (Iraiiias, siliialioii coiiicdics lead llic of 
shows in <;4)4)(1 favor with sponsors, pnhliit this vcar 

^ Snspensc-niyslcry shows (h>wn, olhcrs remain sicady, 
TvQ analysis of ihreo years of Iv pro<;raniin<; indicates 



Pr..-ianis on tv rise an.l fall in 
fa\-or in tlic pnl)lic c\c as m\sleri<)n>- 
ly as dynasties conic and fxo in the 
scope of history. The act of pi\ iiif: 
the piilihc uhat it \vant> i> not so 
easy, for the puhlic itself «a.it> sonic- 
thing clifTeieiit each \car. 

That soniethiiif; difTeient i> \^llat 
tiie sponsor seeks to find, in order 
that lie may roiitinnc to have his 
finpcr on the |)nhiic |)nl>e. How dnc> 
lie find it? 

One nietiiod of (Icterniiniii" wiiieh 
type of proiirani is doiiifr well is to 
eonnt the nnnilier of iicic programs 

For data on trends in program 
popularity during the past three 
years. si'O.NSOK went to T\Q. the 
qualitative tv service which o|)erate^ 
as a dixision of Home Testing In- 
stitute. Maniias>et. \. V. T\ Q an- 
alyzes tiic basic appeal of programs 
for ils clients, to agencies and tele- 



vision networks. To d,-tect trends. 
T\Q charted the TvQ .M-ores of vari- 
ou> program categories o\er the paM 
three t\ seasons. I'J.VJ-GO. 1%0-61. 
and 1961-62. f>ee tahle. next page.) 
Here arc highlight> of their ohserxa 
li(in>: 

• Situation comedies ha\e hoeii 
llie nn)>l eon>istenth po|)ular l\|)c 
of new .-how. 

• Medical dramas ha\e l.een such 
a fanla-tie siieces.- that lliey nuw are 
a category of their own. not just part 
of the "drama" group. 

|)lcte — if not iicccssarilv permanent 
c.dlapseof what was .nice a healthy 
ticnd. I here isn't one new su~|)ense- 
iii\ster\ shiiw scheduled and the 
numher lias declined steadiK in pa-t 

The TvQ analvsi> i> hascd on the 
new shows which are on the air a> of 
\pril in each season. 'Ihose include 



when tlicN |)rcniiercd. I he sind\ ex- 
eludes new shows that h-ft the air 
hefoie \pril. 

it>. TxQ iiilerNiews Viewers' to IZ] 
out I I whether he i- familiar with a 
program and 2 1, if -o. how well he 
iike> the program. Inlerxiews arc 
e.niducfd with men. women, iccns, 
and children, m) diat 'WO is ahle to 
t.-ll h,.w mn.di of a role each gr<,up 
|)la\s in the sncce-.^ of lelcvi>ion 
-hows. 

For example, the firm notes a \er\ 
-light incrca-c in the hasic appeal 
iTnO score- 1 of all new >hows dur- 
ing the |)a-t three years. However, 
the increase scenis to originate al- 
most entirch with women, who gave 
the 1961-62 >ea.-on new shows an 
average score of 27 com|iared with 
21 for 19.-)9-60 >lu.w>. 

Here is a rundown of the t\|)c pro- 
grams l'\ Q asccrlains to he |)o|)nhir 

Siliialioii rotnrdics. These -how^ 
lia\e he.'ii the most con>i^tenll\ ])op. 
ular t\pe of new jirograin for the pasi 
few sca-on>. ■|'hi> has h<-en some- 
what ju.-lified. says T\Q, hy the slight 
year-to-\ear increase in 'their '•(/' 
-core. However, the category as a 
\\liolc i- -till a little helow average 
in appeal. OuK the w.micn haxe 



TvQ observes trends in three program categories 




w;»h tt new shows ot fap. Dramas are up fhls fall with five new enfrles. HWchcocV endures, but no new suspense-mystery shows ahead 
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ono up ill '■Q>." Men luive re- 
iiaiiifd Ipm'I ill llicir ojjiiiii)ns and 
ppt'al to t<vns and children down 
lifihtK (^.ee chart). Kk-vcn new sit 
lation comedies will .Ichut this fall, 
nciudin^ the Lucille Hall Slioiv. 

Dramas. The trend is definilel\ 
i|i in the nuniher of new drama 
how-, and the rising le\ el of ai)i)eal 
eoni> to justify it. TvQ inilieales. 



The appeal is up in e\ery 
Five new drama profirai 
-tart this fall. 

Mi'tlical dramas. T\f) 
rated medical drama: 



fr.nn 



■ thev lun 



»een s 



lactic success tlie\ would distort the 
analysis. They seem well on the way 
to startinj; a trend of their own. with 
two ones sehcdnled for next year, 



The \ursex and The Eleventh Hour, 
hoth oiiediour shows. 

Qui: programs. Jhese profrrains 
readied their hiphe-t level of appeal 
for the three-vear period in the 
I960.f.l season! This year the Qs 
for these programs declined in all 
instances although three new pro- 
grams went on the air the largest 



I Flea 



'5.3) 



Comparison of new programs by category for past 3 seasons 



New evening 
network programs 



Number of 

programs Familiarity 



Total 
sample 



Average TvQ 
Adult Adult 
males females 



Adventure 
April '60 



'62-'63 season 
Situation comedy 
AprJI '60 



'62 

'62-'63 season 
Documentary & news 
April '60 



Drama 

April '60 



'62-'63 season 
Medical drama 

April '62 

'62-'63 season 
Suspense-mystery 

April '60 



'62-'63 season 



'62-'63 season 



FAMILIARITY column represenis percen 
sample, represenis ihe percenlage of those 



ram. The average TvQ, tota 
jcific program appeals to therr 
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WHAT TV WILL BE LIKE IN 1970 



^ Noted ABC iH'Ws comiiit'iilalor Howard K. Siiiilli 
valuaU'S tv's problems and i)rediels some cliaii«;es 

^ News and puhlie affairs will grow in ini|>orlanee a> 
V explores new material in "the world of reality'" 



.^KCO.M) l\ A SERIES on the jutun- 
oj television, this article's material 
was draun jrom a Howard K. Smith 
Xe«s and Coinim-nt telecast on ABC 
TV. -'The Short Hectic Lijc oj Tele- 
vision." hi his telecast Smith eralu- 
(!/(■</ the problems oj television today 
and suggested its role in the julnre. 
Hejore joining AHC news in Decem- 
ber 1961, Smith was with CliS jor 
20 years, .\erving us chiej European 
correspondent and later as chiej cor- 
respondent and manager jor the net- 
work's Washington Hureau. 

^Television is one of the most re- 
markable — and frijriitening— features 
of a reinarkalde time. Today. 90*^ 
of Aineriean homes ha%e television 



sets. That is more hoiues than have 
l)lund)ing or telephones. And. the 
averafre television set is o» an.l I.ein? 
wateiied fiv,- hours a dav. When vou 
eonsider that sse onlv have alxnil 16 
wakinjr hours of life each dav. ihe 
Aniericaw people are devoling nearly 
a third of active life to looking at 
this box. Put another way. in the 
next 10 years, ihe averagfe Ameri- 
can vvill devote Iwo pomplele v ears 
lo nothing but staring at the tv 

Kd .Marrow once called the medi- 
um "a sword rusting in its seabhard 
during a battle for survival." He said. 
■"Look now : pay later" should be its 
slogan, for— he went on- wo shall 
pa\ dearl\ in future \cars to come 
for letting it insulate us from ihe de- 



manding real world about ;is. 

1 venture the eoneh/siou that tcle- 
Nision deserves all the connnent, 
-tiidv. and critici-m it eau gel. 

iu defense of television it shoidd 
be said tluit tlie niediun; has become 
the nation's whipping i>oy. I'arcnis 
too ia/.v to discipiiue their ehihiren 
siiv television inake> thei/i ill- 
behaved. C<,nnnunilie> unwilling lo 
support a decent police force for 

vision'" for crime.' 

Ill erilicism of television it should 
be said that violence is iuexcusablv 
excessive. \hi\. the reallv serious criti- 
cism of this new mediuni is that, with 
the American people watching it five 
hours a dav, il set;- the .-pirilual 
climate of our civilization: and that, 
unfortunately, that climate is tend- 
ing towards mcdiocritv. 

Why. then, is this so? 

I l)(dicve that the chief villain i- a 
circumstance. That circumstance is 
Ihe alh of all thos,- who wouhl mis- 
use television, and ihe eneniv of all 
those who strive to make something 
worthwhile out of il. 




Howard K. Smith makes predictions 

1. The average American will probably devote two of the next 
10 years to watching tv. 

2. To satisfy tv's voracious appetite, more and more films will 
be used, even drawing from Hollywood's current stocks. 

3. There'll be a complete exhaustion of formula themes now 
being used— such as cowboys and private eyes. 

4. News, public affairs, and drama programs will improve the 
most, due to public demand. 

5. We will see radically new and different types of programs. 

6. Entirely different approaches to reporting reality will be de- 
veloped in the next 10 years. 

7. Educational tv will not become a real challenge to commercial 
tv. I think it will come slowly. 

8. Pay tv will be able to compete with network tv. 

9. A government tv system (similar to BBC) is not foreseeable. 
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iiieniil for eacli ollu-r. llic crisis- of 
siil)ject iiKittcr >Ik)u1(1 make tlieni 
stoj) resistiiifr and gel niariied. I'lie 
proper |)ro-o("('U|)alioii of niatikind 
roiuains Man l)nt it lias to be real 
iiH'ii— not those willi blanks in their 
guns and ketchup on their shirts. 

Television is uearing threadbare 
all its [)resent forninlae. '\'\n' er\ inp 
<lenunid for new approaches i> bonnd 
to produce (juite a few new ones. I 
firmly cx|>eet entirely dilTerent aji- 
proaclies to reporting reality over the 
next ten years. At |)resent we are not 
extracting either the drama or the 
meaning from events, sncli as the 
death of Marilyn Monroe or the .'risis 
of tlie Alianza with Latin Aineriea. 
Tiie world is really a very fa^einating 
place and our reporting of realities 
brings out only about 20^^ of the 
fascination, and our drama i> down 
to about 2^<-. It seems to me tbis is 
bound to change. Hut it is in tbe na- 
ture of new things tliat it is liard to 
foresee exactly wbat tbey will be. 

1 believe tv reporting became over- 

I fascinated witli i)ictures. 1 want to 
restore words and meaning to pic- 
tures. Tbe celebrated dictum tbat a 
picture is wortb a thousand words is 
not true. But belief in it bas led to 
a new way to condjine ;vords and 
pictures. Most documentaries today 
are strirtly pictures witb captions 
uttered by a pleasant or authorita- 
tive voice, with some bromide to tie 
the knot of finality at tbe end. 1 am 
trying, and one dav expect to suc- 
ceed, in restoring tbe condiination 
of words and pictures and opening 
people's eves to whole new aspects uf 
tbe world we live in. Anybow, I'm 
trying. 1 hope Hollywood's influence 
decbnes. It is a formula mill. 

Rut there are already changes, 
and by 1970 there will be substan- 
tially more. 1 tbiiik news and public 
afTairs reports bave im|)rovc(l con- 
siderably. 1 tbink comedy and musi- 
cal revues (Sinp; Along: If'itli Milch. 
and tbe Carry Moore Show and 
many otbers) are already good. Tv's 
weakness — which bas been growing 
perceptibly worst- — is in drama. 1 am 
not sure wby things have grown 
better and worse, however. 

I think tbat news and public affairs 
have the best chance of improving 
due principally to demand. The criti- 



matt.-r will draw' on the world' of 
reality more and more and i reate a 
challenge tbat nui) be highly |)roduc- 
ti\e. Drama has the greatest room 
for improvement, but 1 sim|)Iy can- 
not predict. Its weakness is doubt- 
less in |)art due to mixing trie<l for- 
nndas to get ratings- -but al>o 1 
think it may he deeper than that, 
no one have ever discovered exactly 
whv some |)eriods in hi>tory have 
produced great literature and others 
have been barren. .Movies are pretty 
had these dass. too. 'I'bey strive to 
be odd or shocking as in the .Vo//re//e 
/'«,?/«' of Kuropean movie,-. In 
America |>rogicss is limited to find- 
ing new shapes of screen and longer 
hours of duration. These are all 
svmptoms of decline: the (jnality of 
the storv and the telling of it arc 
l)retty jx.or. So niavbc tv is just the 
most beat-up of drama medium- in 
a time v\hen all arc in poor state. 

1 do not know v\liether |ia\' tv 
bas a |)ros|)ect or not. 1 sus|)ect it 
won't make unieh difTcrcnee. If it 
begins to turn out better things, tbe 
networks will either out-compete it, 
or else the\ \\ill buv it and run it. 
I am not suggesting that this is 
either good or l)a(l. 

One false charge against television 
is that it has killed couv.-rsation. 
Frank Lloyd Wright called television 
"chewing gum for the eyes.'' Mar- 
guerite lliggins said television is a 
case ''of the bland leading the bland." 
.Someone else said "television is all 
for the eves, not for the brain; the 
next generation will have eyeballs as 
big as eantclou|)es. and no brain at 
all." On tbe contrary, nothing has 
brightened and enlivened conversa- 
tion so much. 

It is a curious view of human 
affairs for one who believes eireum- 
stances determine so much of history, 
but 1 believe that you get good tv 
when a good and strong individual 
decides to make something good, and 
over-rides objections. A long time 
ago. William Taley used to be such 
an individual. In England, the in- 
fluence of Sidne\- Rernstein of Grana- 
da productions is a parallel. lie slm- 
plv decided to do some bold programs 
Hike on mercy-killing wliereof I 



warnings that the\ might fail or 
offend. So- tbe networks can outdo 
pay t\ if the men in charge have tin- 
stuff and insist on doing it better. 

I'm afraid educational t\ will not 
be a threat to eonnnereial tv either. 
It takes considerable money to tlo 
good tv. Ldueational tv has' not got 
it. I think its future will be slow un- 
less it understakcs some trrific show- 
ease projects that cause peopb? to 
begin talking about it (".^av. did vou 
see that job the (uliicational station 
did the other day.'' I Xcwton Minow 
has suggested ten or twenty install- 
ments of Anrcrican history, with some 
outstanding and interesting American 
narrating ea(di. with jiictures of actual 
scenes of historic events and other 
actual material to enliven them. 1 
have heartily seconded this. The old 
C/AS Reports jobs I did with Carl 
.Sandburg on the Civil War were 
ty|)ieal. Get Frederic March to do 
one, in (conjunction with Alan Nev ins, 
on tin- American Iievolutionary |)eri- 
od. etc, 1 think they could get these 
one-shot contributions for little or 
nothing and could dazzle tbe |)ublie - 
and induce more financial eontribu- 

enough to hold its own. I do not 
believe v\e will sec any kind of gov- 
ernment tv svstem like the 15150 in 
the r, S. bv 1970. I have had ex- 
perience with tlu- I51iC. Hefore it 
got conmiereial compi-tition it v\as a 
|)rctty sterile, stuffv. dull affair. It 
bas improved greatlv with commer- 
cial competition. 1 cannot see us 
reversing the history of British tv, 
and installing a government network. 
This nation hates (or claims to hate) 
to spend money for governmental ac- 
tivities. It would so starve a govern- 
ment network that the re-ult would 
be |)Oorer than educational tv. 

Commercial telev ision's greatest 
asset is to bring inacce-sible events 
and |ilaccs and jjcoplc right into your 
home. 1 think the rocket shoots, the 
conventions, tbe presidential debates, 
were great human events. With Tel- 
star — and with other developments 

tbis asset will be a crowing 
one. ^ 
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10 P.R. HINTS FOR STATIONS 



^ Sydney Eig«'>, INHC, gives .stations examples of 10 
tilings to do that "pay big dividends''' in public relations 

^ Valuable guidelines lor successfid public relations 
are j)ointed out lor radio/tv stations in new handbook 



f^adio and television .-tatii)n nian- 
afieiiient ran pick uj) some pointer? 
in pul.lir relations from a Look ,,ul.- 
lished just last «eek, '-PuMir Hela- 
tions Handbook- Seroiid Edition." 
\n rrentiee-llali. Kditc.l \a I'hilip 
IasIv. the liandliook includes a chap- 
ter (Ml '-ruhlic Helatiorrs for Televi- 
sion and Kadio Statiorrs" written h\ 
S)dney H. llijres. vice |)resideiit. puh- 
lic information. MJC. 

-Maintaining jioo.l i.uhlie rela- 
tions.'" writes Kiges. "is nothing: less 
than jrood husiness for a tele^ ision 
or radio station. Good puMic rela- 
tions increase a station's aece|)tance 
l>y ils puldic. Ft is this puhlie. and 



no one else, that in the final analysis 
determines the success or failure of 
a station.'" 

lliges ex|)lore# 20 major keys to 
success that cover the hroader as- 
|)eets of station puhlic relations. 
Among them: 

The sidlion. "It should he (juickly 
identifiable in the jiublic's mind as 
a |)hysieal |)art of the couununity.'" 

Tilt' slalion martaper. "He should 
be an acti\e comnmnity leader." 

business firarlices. "A broadcast 
station, because of its peculiar com- 
inuuity position, must ojierate under 
the verv highest business standards." 

Other topics covered are conniier. 



eial standards, eoojieration witii the 
press, editorializing, developing new 
talent, receiving visitors, guided 
tours, free broadcast tickets, and 
audience mail. 

"The points above." writes Kiges. 
"cover the broad field of a station"' 
public relations. Here are 10 little 
things to do that pay big di\idends 
|)ublic relations-wise: 

I 1) When a guest speaker on your 
station or an outstanding member of 
your community appears on a net- 
work |)rograni. have an audio or 
filmed recording made and sent to 
hini or his family so that they may 
ha\"e the pleasure of replaying it for 
themselves and their friends. If the 
mayor or some other eit\ or jiublic 
dignitary apjiears regularly each 
week, these recordings can be put to- 
gether in an alburn and ofTieially pre- 
sented at a city hall ceremony, a 
luncheon, or a similar occasion. 

(2) Make your officials freely 
available for ai)pearances as guest 
speakers at service clubs, community 
organizations, and similar |)uri)oses. 
Their s|)eeehes should alwa\ s be 
well prepared and rehearsed, and 
delivered with showiiiaiishii) charac- 
teristic of broadcasting. NBC main- 
tains a si)eakers" bureau for just this 
|)ur|)ose and provides an a\erage of 
one thousand guest S|)eakers each 

Make your talent a^ailable for 
enter tairunent at worth-while cit\ 
functions and for outstanding local 
grou|)s. Here again, the acts should 
!)(■ well rehearsed and presented with 
"boll"" sho^^^lansllip. Otherwise the 
audience will feel cheated and its 
feeling will be renected shari.K 
against the station. 

(1) If the connnunity is not too 

ITS to the cit^ with a i)ersoual letter 
from the manager, boosting the town 
and incidentally listing some .d the 
major |)r-ogranis on the station. ou 
can arrange with the local Chamber 
of Connnerce or the local utilities to 
rcc,>i\e the names of all new resi- 
dents 

il'Ifusf titnt to papc 5."?) 
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(inc hiding 91 p^ige t^'o market guide) 

the book that buyers 
told us they need 
for everyday desk use 



advertising deadline 5 September, 
regular rates and discounts apply. 



TIMEBUYER'S COLORBOOK 



This is Kansas City. 




Paint it 
YOUR COLOR 
with 5000 watts 
this fall. 



MORE 

POWER 
to YOU 

FROM 

KUDL 

Irv Schwartz 
V.P. & Gen'l Mgr. 

P.S. We'te phi full time, 
fooH! 



Media people, 
what they are doiiif 
and saying 

TIMEBUYER'S 
CORNER 



Tlie '"help waiilt'd" sij:ii for two tiiiit'l)iiy<'r>< is out at Ted 
Kates. New York. One is to fill the vacancy created by the dcpartuie 
of John .MeCoriiiick who hoiight for BroNvn' & Williamson. 

A sure sij:ii that husiness is |io|>|>iM<r at Coiuptoii is evidenced 
hy th<> recent uiove-ein-ups to tiuiehuyers of two peojjle from 
other (h'pai tnieiits. Tho.«e involve;]; Barrie Kossiier, formerly secre- 
tary to head hu)er. Graham Hay. hnt now biuinp on the Tide account; 
and <;hris Stur<:e. who \\-a.-~ m<)\ed from media rc.'^earch. At the mo- 
tncnt, Chris is without an account assi<;nment. 




LISTENING *o Bill Andrews (second I), gen. sis. mgr., KCOP (TV), L.A., during 
preview of the station's fall programing line-up in New York are (l-r) Bob Gorby, 
B&B, Dorothy Medanic, D-F-S, Pete Foster, Retry; and Tom Griffin, B&B 



The hnieheon-preview sereeniufis which kept KCOF's Hill Andrews 
(sec pholo above 1 citv-hoppin<; (hiring ihe pa>t few (la\ s attvaclcd a 
nnmbcr of lop l.nving' people. Xiiiong 'ihem in San Francisco. HBDO's 
Charlie Hll^sell. Diinean (Jalhreatli. Uettv Share. Kula Wilke: 
llonig-Cooper & 1 lariino|o„'s Clarice ."MeCreary. Louis llonif:: Mc- 
Cann Kridxm's Marianne Mouahau. IJill Calhoun; .1. Waller Thomp- 
.-ons llarrv \. Lee. Kalpli Watts: A%(m-> Urnce (Jreeu. Jack Mc- 
<:onn<dI: Vi>HV .Nauev <:nniniinf:s. .lohu (Jalhraith; Garfield. llofT- 
man & Conner's Fraiwe's l^iiidli: Cainpbell-i: wald's Uerniee Koseiillial: 
RAli's Helen Stenson. In Clii.-afio; Xecdhaiii. Loni> & lirorhyV >Lu-i. 
aiine .Alonahan; JWTV Kd !• it/.fzerahl : K&F/s IJarhara Majinuson: 
Campbell-Millinn's -Mary Peter: UllDO's Jim Warner. In .Minneapolis: 
l!l!l)()"s IJettv lUteh:' Knox-Hceves' Ahh Davis: Campbell Millmn's 
Jim llaiisou. 

( Please turn to if! ) 
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CHATTANOOGA TV 
VIEWERS HAVE 
ESTABLISHED 
"LUNCH 'N FUN" 
AS TOPS IN 
EVERY CATEGORY 
THAT ANY 
RATING SERVICE 
HAS SEEN FIT 
TO MEASURE 

Jag. 

CHATTANOOGA 
NOW! 



TOBACCO NETWORK HAS 

FERSONALITY 
PROGRAMMINB 

NOW 14 daily program features 
on N. C, Regional Radio Net 




Regional iVews D Sports Q Weather 
Commentary U Farm Reports 

Tpopular personalities 



AVAILABLE: 

Full sponsorship/Spot participations/ Adjacencies 
(Also Merchandising and Promotion) 

BUY UP TO 28 STATIONS AT GROUP 
DISCOUNTS OR SELECT ONLY THE 
N.C. MARKET YOU NEED! 



Get RcKioii-il Saturaiioii with local 
"Main Street Radio" coverage... 
Rep: T-N Spot Sales '^^^'=^° 
N.Y., Chicago. F^X^ 
Atlanta, Raleigh udio neiwoik 



TIMEBUYER'S 

^{ ^1 E (Continued V 



Along the :ij;fin'j-ho|»|Mn{; grii|U'vinf comes word that Eliner Jas- 
has resigned from Dauer-Tri])]). Philadelphia. Shirley Weiner left 
Riehard K. Manoff for Leiiiieii i> iNewell where she is now co-ordiiiator on 
the I.orillard aeeount. Kcnc Reyes i^ the new International Latex hiiyer 
at Keach McClinton. 

C:urt help >\<Mnleriiig: \Vhicli tiniebu\ers chalk up the most mileage 
durinp their daily treks from residence to work? One nominee: 
Young & Ilubieani's John Wuriier who connnutes to Manhattan daily 
from Purdys Station, 46 miles up in the northeast corner of New York's 
\\'e>tehe>ter County. His best train home (which he wishes desperately 
he eould make more often) is the 4:.'>0. It takes only an hour and 22 

P*"* ^ '^'^'"" "^ The Corner piiys ilM respeets this week to 
^Bi|J2||[^C^^j Frederick C. .McCorniack. Jr., who recently 

T" ^^^^^^^B^^^ joined Kdward 11. Weiss, Chicago, as media su- 

' -n siucli accounts as Pure.x Cor])<iration, 

e salad dressing, and Chicago Federal 
s. A former Ea.sterner, Fred has become 
ertcd Chieagoan. lie came to the Windy 
er two years ago as assistant media direc- 
llill. Rogers, Mason & Scott I formerly 
C&W) from the Pittsburgh office of Ketehum. 
MacLeod & Grove where he handled 2,S radio /tv 
McofrmocV^jr. accounts. A career media man, Fred is proud 

of his chosen field within the agency bnsiness. 
lie feels strongly that one of the key factors in media success is a solid 
working relationship with ve])s in order to do the best possible job for 
clients. Creative buving. sa\s Fred, is just as im])ortant as creati\e sell- 
ing. Fred started out in ulhertising at FAVK&R. Philadelphia, in 1952 
and was later transferred to the agene\'s j\ew York office as tiniehnver 
on Fla^d{-Straws. 

Raek talk dept.: From PBDO's H<»h .Mahlnuni come retorts to the 
o])iiiions ('X])res.sed by reps in st'ONsOlt story, "How to Spot a Timebuyer 
Pro," 2.^ Julj. Hob says. "Here's how yon can spot a pro rep. 1) He 
knows his and coni])etitors' stations. 2) He makes a pitch based on in- 
id not fricndshi]*. ?>) lie doesn't bad-mouth coni])etitors or 
s. I) Ik'fore snhmitliug availabilities he makes certain that 
of what the bnyer is looking for. snch as time periods, rating 
Mice eoni])osit ion. product and eoiii])etiti\e products, etc. Hii- 
yer vahiable time when ho sits down to make the actual buy. 
s how to make a graceful exit from a buyer's ofliee. 6) He 
ils at the time re(]uested. 7) lie does not rely on his secre- 
tary to make nj) avails and switch pitches. !!) He won't cry if he doesn't 
get the order, hut will make a switch pitch shortly after. 9) He does not 
reh on Inneh dates for bnsiness. 10) lie has a good rapport with hu 
client." In brief, says Koh. "lie's strictly an amateur if he does the 
opposite." ^ 
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Commercial commentary iCom. i 



Kii>t olT. ^^h^ are tli.-j held ;it all:' 
()l)vi<.ns]> I)cc;uise soniohody uants to m-II 
Ixxliiv a i)aii;cular 1)111 uf gotuls. I.cl's lie elt 
lJut our Mr. Soniol)a(l> is also a 
ml he fi-iures tliat he has no vi_i;lil 



lot 



of other 



>ome- 

that. 

lioiiorahle luiiiKin heiiifi. 
i-t even hi- hest friend to 
on the 



sit ihroiiph a straight sales piteli nnle» there is some 
■ake. some rewind for listening; to the eonnnoreial. 

.•^o in a hoyish. open-hearted s|)irit--he thro^vs a part), eoniplete 
iilli eocktails and cana])es and fa^or^ and (lowers, and all manner of 
pimniicks and <radf;et>. 

Does he really ^elie^e that he ran hrihe hi> prosi).-et> «itli such 
lavishness? No.' of co,ir>e not. lie's not that nai^e. 

All he's trjinp to do i> to rieate a friendly. i)leasant husines> at- 
•sphere. -And no one ean fault liim on that. 

But ho is \ er\ nai\e if he fails to realize that dozens and do/en> 
parties are heinp f;i^en for these same people, so man\. in faet. 
that the memor) of an> >inple affair heeomo a pale, lavender Mur 
in the space of 24 hours. 

And he is more than nai^ e if ho fail> to understand that the pitrh- 
art\. 1)\ its \ery nature, defeats its own serious purposes. 



leiit of tlu- ..l.v 



the 



What do most admen want most fro 
\fter more than 20 \ears in agenry 
. Mot admen are mo>t in 
.\nd what the) want most from 



husi 



I husine,-s relalioiislii])? 
)rk. 1 can confidently state 
psted in ihcniM-hcs.' 
ness friend is nut a parl^ . 



tt a junket, not 
en a douhle ld< 
What the) real 
hetter joh. make 



1 tray of canapes, not a trinket or a gadget, 
d) Mar). What they want is personal help, 
want is something that will enahle them to g 
lore dough. enjo\ more prestige. 



lotliing 



^onal i!oals. 



And l)elie^(■ me. pals, the i 
whatsoe^er to these nohle. and intensely 
fact it works quite the opposite. 

t's he hrutally, gruesomely. disgustingly, and ohscenel) frank. 
Pitch-part) ps\ehology really conies down to this. It comes down 
to a guy who wants to talk about himself and his jiroMem,-. not about 
enc) and advertising men and their prohlems. 

It eonios down to a \a?t impersonality of acti\it). except on a 
trivial social level. It comes down to ignoring the individual cu-^- 
t(mior. in favor of entertaining the many. 

It comes down, in fact, to the insulting assumption that tlio.-e in- 
ted to a pitch-part) are more interested in hourhon. martini- and 
It hors (roeu\res than in their own care(>rs and destinie-. 
Is it any wonder that pitch-parties flop? 

I ndouhtedl) the)- do attract certain ha])less characters who are 
faluated with anchovies, ripe oli\es. and franks in pastry blankets. 
Rut bea^en help )()u if you pin your faith on .-uidi as ihesel 
Heaven also help you if you fail to realize that the gi 
■f those who attend pitch-parties ^vant something nmch. 

Instead of all this waste and extravagance and niea 
■ iviality. see if you can't learn a little more about )oi 
ndi\idual business needs. About the kind of facts and 
lou can provide him which will help him do his job a little bit hette 
You'll sa^ e ) our nione) and. I promise you. get better results. ^ 



majority 



formation 



EYE 



PORTLAND 
OREGON... 

IT'S 
CATCHING 



The weather isn't nlv. 
sports suited here, 
weekends are just too 
many men (and won: 
Portland and 34 surro 
Gon and VVashmpton c 
lone in on KOIN TV. 
for a man to )(ist si 
watch Ins favonte sp 
easy to reach that 
KOIN TV. Nielsen has 




KOIN-TV 



Channel 6, Portland. Oregon 



HARRINGTON, RIGHTER 4 
PARSONS, INC. 
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SAN FRANCISCO AD WORLD 

\Coi\timicd jrom pn^e 

\ \\\ . hap.- l)(vt up llie cli- 

tnale ,l;n>. looking east from 

Iho Golden Gale: "The piovlh of ad- 
vertisiiig in the 13 we.-leiii stat(?> is 
irndouhledK ilie ino>i fahiilous in the 
Nation . . . 13' f alt(>ad of the nation- 
al a\eia-c. i'he Ml-W e>tern Adver- 
tising Goiiipetilioti. spon-oied hy the 
\ \\\ for all media a> uell a.- com- 
plete campaigns, has one ol)je<•li^ e: 
inipro\e advcilisitig in the West and 
the lecognition of that advertising. 
Western ad manager- ktiow the\ need 
go no farther than one of their own 
western cities for lop (piality adver- 
tising." 

I'urther evidence of the optimism 
and confidence eniaiialirig from the 
West ma\ he found in the words of 
John H. iioefer. president and hoard 
chairman, lloefer. Dietei ich & lirown, 
]iresent secrelar) -I reasuier, 4 As. past 
])residenl. AjWX'. 

'There i.- nothing myslerions 



abont 


the word ercalivitv.'" says Mr. 


lloef. 


r. "It means creative ads do 


and < 


o not gel read, which is a good 


plan- 


to start. To us at llD&l! il 




'soirsihle. friendly advertis- 




Tliere is so much advertising 


he'for 


Us loda\ that anyone remain- 



ing in hnsin<>s> mnst ipso jticto pro- 
duce 'creati\e advertising' that nnisl 
he delivered in a r<-slraiiied manner, 
not uith a elnh." 

The fact thai the cnrient ])residenl 
of the .-^an Francise,, Chamber of 
(^onnnerce is an adman, that ihc 
pi<-si<lcnt of the San iManciseo \d 
Club is a<l manager for the world's 
largest bank, that over !!00 ag<<ney 
|)e<,ide iir the P.a> \rea an- phu king 
coins out of their jiockets to bniM 
an image of the adverti-ing industry, 
that P.ay agencies are taking the in- 
itiative to (h'line anil ]iromole the 
we-terir frariK' of nn'rnl. all these 
facts take on significance, albeit 
limited, of a liighi\ charged adver- 
tising eoimnniiil) thirsty for compe- 

Whih- San Francisco mav not en- 
tertain an\ uil.l dr.-ams of shifting 
the a\i- of the ad indnstrv from 
Ma.lison \v.Mni.-. the tossings from 
the (Milden (,at<- may prove conse- 
(jncntial for an iii(lnslr\ thai sci viees 
a nation « ho-e high^^a^s have be- 
come a deter ininant fae toi in it.s 
growth. ^ 



TEST MARKETS 

[Continued jrom page 33) 
found, on the part of advanced think- 
ers in the marketing business, to test 
market in larger areas. "The bigger 
the market, the belter the test.'' ac- 
cording to A. C. iNielsen. Said an 
agenc\ expert succinctlv: "Vou must 
fish where the fish are.'' 

Kiiouledgeable individuals at Gre> 
/\dverlisiiig arc (|uoled as saving that 
'"uliile it is often eomenienth over- 
looked, a reproseiitalive sample of the 
United States cannot be constructed 
without including such large and 
unique cities as New York, Chicago 
and Los Angeles . . ." 

Similar s<'iitiinents were expressed 
by other agency cxi)erts as well as by 
station and network figures who liave 
familiarized themselves with the ebar- 
acleristies necessary for good test 
marketing. Robert J. Sullivan, man- 
ager of sales development. NBC Spot 
Sales, told .';i>ONSOU that all of the 
M!C markets ha\e been used for test 
marketing at one time or another de- 
pending on the nature of the test. 

"However, major markets such as 
we represent arc seldom listed by the 
e\i)erls among the to]) 10 test mar- 
k<-ls," Sullivan said. "Too often the 
same markets are used b\ advertisers 
) ear after year. 'Hiis ver\ factor can 
result in a false bias in favor of a 
product— defeating the reason for 
testing. Also major market- oiler the 
se\erest coiniietilivc tests for anv 
product. If you can snc.-essfulh in- 
troduce a new ]»ro(luci in \ew \ ork 
or Chicago, for inslan<-e. > on can he 
-lire il can me(>l the com])clili\e test 
elsewhere. 

A recent s„rvev shows tlie.e 2(^ 
cities I in aliihahelical order) ino>l 
fiecpieiilh n.s<-d for test iiiarketiiig: 
\usliii. 'I'exas. F.nston. Chicago. Ciii- 
ciinuiti. (:le\eland. Cohnnbiis. G.. 
Dallas. Denxer. Detroit. F.nt Wayne. 
Fresno. Grand Ixapids. 1 iidianapoli-. 
Lo> Angeles. Miime;ii.,di-. IMioenix. 
rillslniigh. Kochesler. \. V.. Sacra- 
mento. San Francis.'.,. S.-ranlon. 
S<<attle. S^ra.■usc. Tol.^.lo and W ilk.-s- 
1 Jar re. 

A iimiibcr of agciic\ peoj)le receiil- 
1\ wen' p.>-ed a li\ potli.lical prob- 
l.Mn that of s.-li'iting ulial lhe\ 

which to ir\oul a new wafll.' pr.xhicl. 
The wadl.- package uas t<, s.dl f..r .W 
cents aii.l the media bii.lget called foi 
airexi>eii.litnic of SlOO.OOO. In their 
o])iiiioii. the lop 2!; cities Gin ali)ha- 



betical order) for this hyp.)thetical 
pr.)duet test should be: Atlanta, Bing- 
hainton. BufTalo. Cincinnati, Cleve- 
land, C.iliimbiis. 0.. Dallas, Davton, 
Denver. Des M.,ines. Fort Wayne, 
Grand Kajji.ls. Hartford, Indianap- 
olis. Omaha, Peoria, Phoeni.x, Port- 
land. Me.. Portland. Ore.. Providence, 
Ho.'hest.T. N. v., Saeraniento, San 
Diego, S.)Utli Bend. Spokane. Syra- 
cuse Tol.'do, and Wichita. 

What are the most popular lest 
cities, according to John E. Flynn, 
pr.'si.lent .)f Selling Heseareh, a vet- 
eran organization that specializes in 
national li-st iiiarki't andits? Fifty- 
three cities were audited by Selling 
Piesearch between 1958 and 1960, 
re])resenting an au.lit of more than 
750 tests. The list that follows is ac- 
cording t.) the fn-fjuency of use: 

(Most frcpienlh ) : Svraeuse. Co- 
lumbus. 0.. Dayt.m. Des Moines, Fort 
Wayne, (n-an.l Kajjids, Indianapolis. 
Springfield, Mass., Atlanta, Boston, 
Pittsburgh. K.)ehester, N. Y., Saera- 

(Fre.pienlh ) : Seattle, Albany, 
llarrisburg. .Slilwaukce. N. Y., Cleve- 
land, Louisville. Providence, Quad- 
Citi(>s, Roanoke, Oklahoma City, 
Portland. Me., P.>rtland, Ore., Hous- 
ton. Minneapolis. Salt Lake City, 
Baltimore. RufTal.,, Dallas. Nashville, 
Omaha. Ririniiighain. Fresno, Hart- 
ford, Los Aiigel.<s. 

(Fairlv fre.pientlv) : Memphis, 
Ro.kfoi.i, Tnlsa, Washington. 1). C, 
Binghamton. Chicago. Cincinnati. De- 
tr.iil. Lrie. Jacks..in ille. Peoria. Phil- 
a.hdpliia. South P>end. 

Aceor.ling to Selling Re-eaicli. the 
lop five most fr.-<in.'iitl\ tested cities 
(in alphahclieal <,rder)'. ■5.S--60 were 
G.)himbus. ().. Da) ton, Des Moines, 
F.irt Wa\iie and S>raciise. 

Fhiin told si>()\soiS that the most 
-ignificanl changes in the jjast few 
\ears in test marketing were the 
gr.)wlli of tli.> larger market and the 
geogra])hical area as d.^sirable testing 

•■These chaiig.-s in te^-l marketing 
l)r.).vihiic lia\e strengthened the role 
.)f l)r.)adcasi media as a promotional 
tool in testing. " Fh mi told SPONSOR. 
"We have also iiolieed less emjihasis 
h.'ing ]dac<-d on the t\ jiieal test city 
as a reliable indicator of what may 
ha])pen on a bioa.ler marketing 
seal.-." 

"In selling ii]) lest markets for 
ii.'W ])i<i.liicl lestiiig. manufacturers 
should be onceriied uith avoiding. 
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Photo !)>• Moulin Sti.dios. 



sail r-rancisco's Chinatowni-thc largest Chinese coiuiiuiiiit\- oiit- 
adc of China itself with a population of over -lO.OOO. A eit\ 
within a city, Chinatown boasts its own hospital and stall, -1 daiK 
Chinese language newspapers, 2 bilinpial newspapers, librar>-, 
pohcc substation, low eost housing project, Iinpnnenu'iit Associ- 
ation, plus 11 Christian churches and 2 Buddhist temples. China- 
town is just one example of the aiidienee variety found in the 
important San Franeiseo-Oaklaiid T\' market. 



VARIETY 

-^r >r KTVU offers he 
viewer. . . and the advertiser. 

Jve spoits, 'ocni cvr?pts, 
top syndicated sfKiv^s, post 
'50 movies variety in 
programming to he 
, . — ' the San 
Francisco-Oakland TV 
audience. And for 
advertiser KTVU offers a 
choice of availabilities and 
rates to deliver low cont per 
thousand campaigns, 
^/ariety is another ren^on 

r\/i J ,0; thr nation's 
leading independent TV 
station. ; vr rl^ ""^1' 
nn: r . -vision c KTVU. 

The Nation's LEADING 
Independent TV Station 

KTWu 

SAN FRANCISCO • OAKLAND 
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MEDIA DIRECTOR 
CHEERED! 



SHOWS 

WHLI 



sland"^ 



-4TH LARGEST MARKET IN 
U.S.-A SEPARATE, INDEPEND- 
ENT AND DISTINCT MARKET 



*Nassau-Suffolk (Long Island) 
accounts for more Gas Sta- 
tion Sales than 25 states and 
its $31/4 Billion Retail Sales 
out-ranks the following major 
metro markets: 

Philadelphia Dallas 

Detroit St. Louis 

Cleveland Milwaukee 
Washington, D.C. Seattle 

Boston Minneapolis I 

Houston Pittsburgh J 

San Francisco Kansas City J 

Baltimore Atlanta 



Long Islanders listen, and are 
loyal to WHLI because WHLI pro- 
vides exclusive programs and 
services that are vital to resi- 
dents of Long Island. 



I 



r \ 10.000 WATTS 

I WHLI h:r 



\vli('re\er po.sM'blc. •()\ er-te>te(l' test 
louiis," Solomon Dulka. president of 
the Audits and Sune^s. told SPONSOR. 
"For, in many of these towns, the 
background effects of ])rom()tioiis of 
other new products or of some sinn'lar 
new products recently tested, can 
cause local consumers auditory or 
\isiial calluses. Such circumstances 
can yield misleading inlerprelalions 
of test market results." 

Those who take the plunge into 
new product*, it appears, are today 
fidly aware of the ini])()rtance of 
using s])ot l\ to test. Few use oidv 
one market for this ])ur])ose. Maiiv, 
liowcM'r. use two markets to test their 
In this undertaking, telc- 
ion is ^^i,lel> used as a 'Mest tool."' 
•ording to ilarvev Spiegel, dircc 
of re.seandi for 



"Ag. 



rualK 



advertising techni(]ues. content and 
a])peal."' S])iegel lold sponsor. '"At 
the same time, advertisers do not dis- 
trihnte untested j)roducts. Tv's com- 
plete llexihilits so far as when vou 
can use it. where >ou can use it. how- 
much of it you can use. and how long 
you can use it . . . makes it an almost 

I perfect lalioratorv tool. ' 

I "Vihen a widel) dislrihutcd prod- 
uct is found to he using spot tv in 
only two markets and these two mar- 
kets are encmgh a])art to reflect ma- 
jor regional difTeretires. the odds are 

I someone's using s])ot tv to test.'' 
Spiegel (-ontinued. "When a major 
ntanufacturer is suddeid) found using 

I spot tv in two widely separated mar- 
kets for a coni])araliM'l\ unknown 
brand, the odd> are he is ])ro(luct 
testing. 

"The second major reason for 
using t\ as a "test to(d" is that 
whether it is a test of a new jjroduct 
or a te^t of a commercial content or 
appeal, the major medium that will 
finall> he used to sell the product will 
he tele\i-iion. Isn't it logical when in 
1961 the top 100 acherlisers invested 
oxer half of their advertising budgets 
in tv. and e\en at a higher percentage 
for new j)roduet introduction budgets 
ill the medium, that the\ also ii-ed 
I il as the "test tool!" 

The lure of luning a successful 
new product has attracted many mar- 
keters of gro(-er\ and drug ])ackaged 
good- i.roducts.' Jack Caplan. media 
group hea.l at K'einon & Kckhardt 
told si'ONSOK. lie said that counter- 
balancing the bellefit^ of success are 
the high co.t of failure in terms of 



investment lost. To i 
test marketing is often undertaken on 
a calculated time-table risk basis 
which considers I) adequacy of trial 
itself and 2) calculation of maintain- 
ing lead time over competition as- 
suming the tests succeed and the 
product goes national. 

"In setting up the test, these afore- 
mentioned factors should be j)laced in 
their order of importance for mar- 
ket selection and controlled as rigidly 
as ])Ossible,"' Caplan insisted. "OnlN 
l)y so doing can an agency say that 
the selected test areas are as close to 
what might be ex])ected of the larger 
uni\erse situation." 

The aforementionetl Flynn main- 
tained that the "ri.-ks of failure are 
just too high today for a company 
not to te.st market.'' Said another ex- 
pert (a toprung executive of a con- 
sumer product manufacturing firm) r 
"There are no reasons to justify our 
skipping it: it is one of the major 
ke\s to our success." 

hi almo.st all recent test marketing 
cases, it a])pears. the re\olution in 
procedures has made it clear that 
broadcast media become indi>peiisa- 
ble as the growing number of firms 
flood the land with new product-. ^ 

HEINZ BUY 

(Continued from pape 35) 
which de-cribes babv feeding is be- 
ing re\i-ed in Ix.t'h Chinese and 
Sjianish to iiicor])orate an explanation 
of the new jnocess. When completed 
the booklet will be sent to customers 
in Singapore. .Mala\a. Hong Kong, 
the Caribbean, and to sections of 
\ew York and .Miami. 

A- for the messages on tv and in 
]iriiit in this introductory camjjaign. 
three points are stressed: the new 
cooking ])rocess. which the coni])any 
is calling the biggest single advance 
in baby foods in the 30 years it has 
been manufacturing the.se j)roducts: 



and a 



"Ilei 



bain" ])iclure on a redesigned label. 

The. new baby s\iiibol. which re- 
])laces the one used for the ])ast dec- 
ade, is a three-(]uarter ])rofile ])hoto- 
gra])h of a large-eved infant, said Hen 
]]. Anderson. Hei.i/. ,,ro,lu(-t man- 
ager. It is the latest of a succession 
of sMiibols de\ eloped over the \ ears: 
the first was a water-color drawing. 

Perhaps even more important than 
the (-hange of hal)> illnstrations. An- 
denson indicated, is that "the new 
label continues the recent trend to- 
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^^ar() <liiiiiiiisli(-<) nn|)lui^i^ of ihe 
ll.-in/ :>7-ktn>t(..i.-, .sMiil.ol in favor 
of a >t>li/.-(l ll.-iii/. logo at tlic Lot. 
loin of tlie lalu'l. 

"Ox. -rail." lie sai.l, "llie ii,-w la!)ol 
afTords a Mr<.ii{.'t'i varictv idnitifica- 
tioii for tlic iH-ii.-fit <.f' .•onsmners 
than was ux-d in tlie old package." 

The new l.al.> food. Aii.lcrson 
added, is hein-: dislrihiiled from the 
four Heinz factories in which the 
eoni|)an\ has installed its new cook- 
iiip process. These are at Piiishurpli 
and Chanihershnrg, Pa., Medina, 
V. v.. and Traex. Calif. ^ 



TvQ 

[Coiitiiiiied from page 40) 
nuniher of entries since the (|ui/. 
scandals. Next \ear onl\ one new 
one is contemplated. Stump the Slars. 
a successor to I'antoiniine Quiz. 

Other projirani types lia\e average 
or l)elo\\-a\erage appeal. Here is 
\v hat's happening in these categories: 
ICcslerni. Westerns liav e heen fall- 
ing ofT dra^tiealK insofar as new- 
comers are eoneerned. Ho\\c\cr, 
their appeal has heeii a\erage. says 
T\0. The three neu westerns planned 
for the coming season will he of the 
anihitious. onedn)iirdong variet\ and 
represent a slight revival from 
the past season's single entry. West- 
; are de\ eloping in new dircc- 
s and may therefore maintain a 
steady ))Osition. This >cason's new 
hows arc Wide Country and Empire. 
both one hour programs, and The 
irpiniaa. one-and-a-half hours long. 
.Uu.iical.i ami iru/.tical rarietY. 
Ilie.*e shows have been lumped to- 
gether hy TvQ hecause the activity in 
these categories has heen slight for 
eral \ears. However, the succt>s 
of .s7/ii,' Aloai: With Mitch may have 
nraged a return for these shows, 
mnsie program. Voiee of Fire- 
'. and two nin>ical \arietie.-. 
A/idi Williams and A'oi Rapcri will 
lel.ut this fall. 



Th<. 



iet\ I 



. ha. 



relati\elv dormant fo 
>ears, says T\ O. One new "on.- 
introduced last year and was 
quite successful, hut nothing new is 
i-onteniplated this season. 

nriedy {variety). Coniedian> of 
the "stand-up" \ariet\ ha\e heen 
oniewhat out of fa\or for some 
ears, insofar as experimenting with 
lew shows on a long-term basis is 
•oncerned. In the past season the 
Xeuharl .^hou- attempted to 



break the trend without sncces-. In 
-pite of vlight l.nt coM-istent inciea-es 
in the nnnd)er of new doennicntarie* 

and heahhv O Uels onh one i^ 
M-liedulcd for n<-\t M-.U. the U'in.stnn 
Churchill -.-ries. 

Animated comedies. The trend in 
this gronp wu> np thi.- season, but 
this category ne\er panned ont in 

gronp. including children, the ap- 
peal i> down. su>> TxQ. 'Hn- one .lew 
(•ntr\ in tbi> group is The Jetsoax, 
which will cliaracteri/e the space age. 
A sidelight on la>t \ ear's entrv, the 
Flint.flniies. When the prodncers 
dropped human characters for ani- 
mal characters, the appeal for this 
program went down with adnlts hut 
not children. Unman character^ were 
reinstated because the program could 
not sn.-tain itself in the e\enings 
without an adidt audience. 

Adventure. The trend is down iin- 
uierically in these .-bows. sav> T\ Q. 
which seems justified U the slight 
<lownwar(l trend in Q .<cores The 
shows xtill appeal to teens and wom- 
en hut are losing out among men 
and children. 

lO P.R. HINTS 

[Continued jrom page 

(5) When sufficient space is avail- 
able, yon should ofTer some of your 
studio- for meetings of women'- 
elubs. civic organization?, and simi- 
lar groups. I'roviding -uch regular 
meeting space at no cost or for token 
payment luiilds good will with little 
effort. 

(6t \ great field for public ser\ • 

niunity tele\ ision and radio work- 
shop-. Vou can operate these work- 
shops at small co.-t in cooperation 
with school- and colleges and with 
civic organization- and ser\ ice club-. 
Staff member- of the station can 
teach the courses in script writing, 
production, announcing, and similar 
branches of broadca.-ting. From time 
to time. )ou ,-h(mld in^ ite nationally 
known guest speakers. Operating 
such a workshop builds conimunit\ 
good will, but more important, makes 
it pos-ible for the station to explain 
the workings of the \merican sys- 
tem of broadcasting either to com- 
munity leaders or to young ])eople 
who will some day hecoine comnin- 
nity leaders. 

(71 You sbouhl 
(late mailing list- of 



These lists should be cinnla'ri/ed 
regularK. or as the occa-ion a.i-,-, 
with important brochure- and other 
types of literature. I5e -ure that 
what \ on mail i- important and not 
trivial. If you cireulari/e \oiir li-t- 
witli trivia \onr readership will con- 
stantly (b-( line. Vou shonhl -en.l nil 
important stateinents by the station 
manager and pcr-onnel. or -imilar 
-tatcnieuts by officials of the network 
with which the station is aflllialcd. 
The li-ts should include name- of all 
community leader- such a- bank ofli- 
cials. educational officials. stat(^ legis- 
lators and senators, civic oflicial-. 
labor leaders, physicians, dentist-, 
and ser\ ice club leaders. To keep 
\our public inb>rmcd about \our ac 
tivities means winning new friends. 
If \oii conduct )our mailing opera- 
tion- with digiiilv and comuiou 
sense, those receiving voiir offerings 
should feel nattered at being con- 
-idered of sufficient importance to be 
-o circularized. 

(!!) Wherexer possible, your -ta- 
lion should make financial contribu- 
tions to all worth-while community 
undertakings. These eontrihution.- 
-liould be made with good ta-te and 
dignit) and without fanfare and -elf- 
acelaini. They are part of the price 
of good citizenship an(1 no special 
credit should be sought for them. 

1 9) Sbouhl the community be 
o\ertakeii hy an unfortunate di-uster 
such as a hurricane, explosion, or 
fire, your station should play a lead- 
ing role in dispensing accurate news 
and information. You should never 
allow sensationalism, for to attempt 
to gain attention at the expense of 
disaster, per-onal or public, is cheap- 
ening and degrading. Station- .an 
be of imineasural>le help iu identify- 
ing \ictinis. locating kin or the dead 
or missing, and informing tin- iniblic 
as to the prc-encc of pas-iiig danger. 
Many stations ha\e distingui-lied 
them-chcs by this t\pe of public 

( lOl When your station makes an 
error in any of its ojwration-. \ou 
-bould immediately take the public 
into jour confidence and explain 
what has occurred. To keep silent i- 



ed 



>nfu-i 



nd 



up-to. 



-tandiiig and e\cntuall\ lo-s of ( on- 
fidence. This i- the onl\ -ound pob 
ic> to folb.w. al<o. in the ca-e ol 
-trike- or labor diffn ultic^ that ma\ 
alTect a -tation - operation-. ^ 
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THE RCA \>-^ 
COMPACT" TV TAPE RECORDER TYPE TR-11 



Compatible. ..easy to operate.. .simple to install... 
and it meets all Professional TV tape standards 



This compact, compatible TV tape recorder 
assures the excellence of performance users 
expect from RCA quadruplex equipment. 
Although it occupies only 8.2 square feet of 
floor area— saving space and costs— it makes 
no sacrifice in quality. Its reduced size makes 
it ideal for mobile applications. 
EASY TO OPERATE. Simplified set-up and 
control procedures make operation easy. All 
monitoring and other features are conven- 
iently grouped. Tape deck is located for easy 
threading and loading. 

LOWEST OPERATING COSTS. Power re- 
quirement is only 2750 watts. This means less 
heat, less air conditioning. And headwheel ex- 
change cost is the lowest in the industry. 



SINGLE-UNIT CONSTRUCTION. TR-11 is a 
self-contained unit, pre-wired and pre-tested 
al factory, with no external racks to inter- 
connect. Simple to install— there's only one 30 
amp twist-lock power connection. Just plug 
in and operate. 

OPTIONAL TWO-SPEED OPERATION. Per- 
mits tape speed to be switehable from con- 
ventional 15 inches per second to half speed 
of 7'/2 ips. Effects 50 percent saving in tape 
costs and storage space. 

See your Broadcast Representative for all the 
facts. Or write RCA, Broadcast and Televi- 
sion Equipment, Dept. 1.11-201, Building 15-5, 
Camden, N. J. 



ENGINEER'S CHECK LIST* 

• Air-lubricated tape guides. 

• Simultaneous playback of audio and con 
trol track. 

• Built-in deviation measurement for accu- 
rate adjustment of recording signals. 

• Quadrature delay lines adjust for both 
record and playback. 

• Transistorized signal processor provides 
finger-tip control of video pedestal and sync. 

• Variable de-emphasis control for optimum 
playback of tapes recorded to non-standard 
pre-emphasis characteristics. 

•Also a Complete Line of Accessories includini 
SwitchLock, I'ixLock, Automatic Timing Correc- 
tor, Master Erase, Picture and Waveform Moni- 
tors and Remote Control. 



] The Most Trusted Name in Television 



What's happening in U. S. GoveTnmeni 
that affects sponsors, agcndes, stations 



WASHINGTON WEEK 



FCC's 1961 TV finnncinl report, slio^viiig a drop in network profits in the face 
of an aggregate increase in profits of stations not oivned by networks, hasn't softened 
VCC attitude toivard networks. 

Reaction among staff members favoring network regulation and opposing option time is 
that the 1961 change was small and proves nothing. They point to fact that webs took in over 
one-third of all TV profits and over one-half of revenues. 

Commission was on vacation when figures were released, but Commissioners are expected 
not to be swayed by the figures. This uould mean certainty of renewal of request to Con- 
gress for pouer to regulate netivorks directly and still toncli-and-go on option time. 

The President's new Consumer Advisor)' Council, a 12-mcmber group under 
chairmanship of Dr. Helen G. Canoyer, Dean of Cornell U. School of Economics, 
gets moving sloivly: next meeting will be held in September. 

Emphasis is expected to be quite strong on consumer protection, though the Council has- 
n't tipped its hand and takes position of not prejudging the issues it has been set up to consider, 
I>ending thorough study. 

Agenda is not reassuring to advertising, advertisers and media. It will obviously 
as one of its first steps deal ivith the President's proposal of last March that FTC be given 
temporary cease-and-desist authority. This proposition was opposed strongly by ad 
agency associations and was tabled very quickly by the House Commerce Committee. 

Senate Commerce Committee didn't even hold hearings on the matter. However, it could 
be revived if the new Council goes along — as expected — and gets as much publicity as its 
siionsors hope for it. 

Other items on the agenda are no more reassuring. One is as far from the judicial ap- 
proach as it is possible to get and certainly contradicts any statement about withholding pre- 
judgment. That is the question of how to build up more public support for the activities of 
regulatory agencies. 

Another is the possibility of expanding FTC activities. Implicit in this question is 
expansion of related "consumer protection" activities of other Federal agencies, including 
Food and Drug which has started actions about allegedlv misleading packaging. 

The American Retail Federation has written FTC chairman Paul Rand Dixon 
I)rote8ting FTC proposal to seek "broad consent orders" eliminating co-op ads in 
the apparel industry. 

Federation claimed to speak for 73 member retail associations, said interference with co-op 
advertising ivould hurt local business as well as the media. 

Meantime, Sen. Frank Carlson (R., Kans.) serves notice he will seek to amend tax re- 
vision bill to make clear that deductions for institutional advertising affecting a business are 
legal and proper. Carlson says some opinion holds such ad spending deductible already, 
hut his amendment would be aimed at making sure. 

If amendment route fails, he will provide "legislative history" by questioning Finance 
Committee members during floor debate. Their answers woidd i)rovide "intent of Con- 
gress" for any court test, provided he gets the answers he wants. 

Radio-television broadcasting pay scales run second only to those of security 
and commodity brokers among all those listed by the Department of Commerce in 
a 1961 roundup. 

Average earnings per-fulltinie employee in broadcasting in 1961 reached §7,477, up 

{Please turn to page 57) 
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Significant news, trends, buys 
in national spot tv and radio 



27 AUGUST 1962 Campbell Soup has emerged this season as a major spot tv spender. 

copyrioM i»«2 On the heels of the Franco- American Gravies buy (see 20 August issue) there came 

SPONSOR orders out of Burnett for Red Kettle Soup Mixes, Campbell Frozen Soup, Swanson Tv 
PUBLICATIONS INC. Dinners and Franco-American Spaghetti, all adding up to an estimated $3.5 million. 

Also in Campbell's immediate spot future is the use of radio for V-8 for 25 weeks 
in five flights, starting in September, and the hot soups in 65 markets. 



Mueller Macaroni (DCS&S) is switching a substantial share of its 1962-63 air 
media budget from radio to spot tv. 

It's been using 60 markets in radio, but the new plan calls for but 30 markets. The cam- 
paign will be for the usual 20 weeks and allow for a minimum of five spots a week. 



Bates is still flying blind as to the longrange plans of Cream of Wheat, which 
now part of National Biscuit's special products division. 

Meantime the agency is looking at availabilities for a four-week radio campaign in 50 
top markets. 

In other words, the product's media plannng is on a quarter-lo-quarter, if not month 
to month, rote. 



I process of beefing up its 



On the personnel side: Doyle Dane Bernbach 
staff' of timebuyers in the New York office. 

The need has largely arisen from the fact it's been adding new air media accounts, like 
these two out of Chicago: Cracker Jacks and Rival Dog Food. 



SPOT TV BUYS 

Red Kettle Soup IVIixes out of Burnett, Chicago will use 40 markets day and night minutes for 
11 weeks starting 1 October. Mike Wallace is the buyer. 

Campbell's Frozen Soup will take a five-week jaunt beginning 7 October. The buyer is 
Mike White at Burnett. 

Sivansou Tv Dinners on a 13-week ride out of Burnett in selected markets, starting 17 Sep- 
tember, using both day and night minutes with women as the prime target. The buyer: Eloise 
Beatty. 

Franco-American Spaghetti, a 10-week schedule starting 24 September, day and night 
minutes, but with the bulk (80%) in daytime. The buyer is Steve Wilder. 
Green Giant (Burnett) is accumulating a night minute list in about 40 markets for a 24 
September start. Sam Wilson will do the buying. 

I'illsbury's Best Flour (Campbell-Mithun) is buying a 26-week schedule in eastcoast mar- 
kets and Los Angeles, using day and night minutes and night I.D.'s. There's a modest budget 
on this one. Starting date: 3 September. 

Cities Service will take off 30 September for an eight-week campaign of fringe minutes and 
prime chainbreaka via Lennen & Newell. Buyer: Marion Jones. 
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SPOT-SCOPE continwed 



Crconiiilsion congh syrnp (Street & Finney) is preparing for a seven-week campaign effective 
15 October, using fringe minutes and prime cliainbreaks. Buyer is Eleanor Scanlon. 
P&G's Jif peanut butter (Grey) , using daytime minutes and participations in kid shows, 
starting 3 September. Orders carry up to June. Buyer: Joan Shelt. 

iMeiiley & James' Contae (FC&B), for 16 and 20 weeks, starting 4 November, using night 
minutes, chainbreaks and I.D.'s. Buyer: Bob Rowpll. 

Anieriean Chiele (K&E) unlimbers a 13-week campaign in behalf of Clorets 1 October. The 
quest is for fringe minutes Monday through Saturday. Sought Sundays are minutes between 
1 and 7 p.m. Frank Pfaff is the buyer. 

Lever Bros, dispensing for All detergent six and 11-week schedules, depending on day 
and night minutes available, starting 2 September via SSC&B. Buyer; Jeanne Sullivan. 
Colgate's Vel (Lennen & Newell) will have a six-week schedule of fringe minutes going as of 

I October. Buyer: George Blinn. 

National Biseuit's Wheat and Riee Honeys (cereals) will get a three-week outing through 
K&E starting 3 September. Sought are afternoon minutes, early evening minutes on children's 
programs. Helen Lavendis is the buyer. 

Viek Chemieal (SSC&B), a 10-week schedule of fringe minutes in behalf of Sinex starting 1 
October. Buyer: Wayne Silversack. 

Anieriean Home Produets, for Wizard, 12 weeks, beginning 4 September, minutes before 

II a.m. and after 5:30 p.m. Bill White is the buyer on this for Cunningham & Walsh. 
Hazel Bishop for its new lipstick via K&E early and late evening minutes for at least six 
weeks. Buyer: Marylou Benjamin. 

SPOT RADIO BUYS 

DnPont's adding a lot of markets to its anti-freeze list, ;vith the starting dates similar to the 
original list. The buyers at BBDO New York: John Fly, Bill Storch. 

CampbelPs hot soups are going into 65 markets for eight ;veeks starting in October. No 
southern markets are included, ;vith the list somewhat smaller than it was last fall. BBDO 
New York buyers: Dave Persons, Jim Wexler, Roy Dubrow. 

Chanel Perfume is starting its Christmas promotion in mid-September, with the campaign 
running through the holiday at the rate of 10-15 spots a week. Tlie buyer at Norman, Craig & 
Kummel: Pat George. 

R. J. Reynolds (Esty) has switched its Brandon testing to the westcoast. Buys have been 
for eight weeks at the rate of 12-15 spots a week. 

Hills Bros. (N. W. Ayer Philadelphia) has started its fall buying for Hill Bros. The buyer: 
Charles Ventura. 

Campbell's V-8 in selective markets beginning Soptcmber for 25 weeks in five flights. Need- 
ham, Louis & Rrorby is the agency. 



WASHINGTON WEEK {Continued from page 55) 

S37 from 1960, while the brokers ;vere in the lofty S9.607 atmosphere. 

Pay scales for ad men were not singled out for mention. They were lumped in the very 
broad "business ser\'ices" category. The great number of different occupations in this cate- 
gory made the S5,506 average per-employee earnings figure meaningless. Average for all U.S. 
employees, incidentally was S4.837. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



27 AUGUST 1962 
Copyright 1962 



PUBLICATIONS INC. 



The eyebrow-lifter of the week on Madison Avenue was the report that Ballan- 
tine (Esty) was interested in unloading for next season half of its two-thirds spon- 
sorship of the N,Y, Yankees games. 

Asking price being quoted for the third is SI million. 

Package covers rights, six tv stations, including WPIX, N. Y., a hookup of 40 radio 
stations, road production expenses, etc. Telecast are 120 games and radioed are 162 

The remaining third of the sponsorship would continue to be R. J. RejTiolds. 



Hazel Bishop, cnrrently at K&E, is reported about sold on putting a large 
share of its budget in the weekend tv blitz formula, using around 20 minutes per 
market. 

The chief product of the campaign would be a new lipstick. 

Lanolin Plus, which merged with Hazel Bishop, became familiar •with the weekend 
blitz device while at LaRoclie, where it has plied for years in Norelco's behalf. 

Neither P&G nor General Foods can make this statement: Alberto-Culver this 
fall will have participations in four nighttime shows that woinid up among the top 
12 at the peak of last season. 

The A C foursome: Ben Casey, Dr. Kildare, Wagon Train and Gunsmoke. 

GF will have three: Andy Griffith, Danny Thomas and Gunsmoke. and P&G two: 
Ben Casey and Wagon Train. 



Ask a batch of agencymen who've seen a mess of network tv pilots what in 
their opinion looks good for the fall and yon'U get mostly a lot of shoiilder-shrug- 

Pin the guessing down to type and you'll probably find them taking a stab or two in the 
situation comedy division — on shows like Beverly Hillbillies. McHale's Na%'y and Don't 
Call Me Charlie. 

Drug admen have many frustrations, bnt do you know what the biggest one is? 
Answer: the neighborhood druggist. 

Why? Because if he's asked for a recommendation he'll tout a non-advertised brand 
over an advertised brand. 

'ITie reason is simple: generally speaking, his j)rofit on an advertised brand is 
around 30%. whereas the velvet on a non-advertised brand is closer to 50%. 



One of the top rung ageneies has 
lion ill new business. 

The score in its favor: a few small 
liad derliiipd to pitrh for. 



far this year competed for around S60 mil- 

)ne of which a rouple of small agencies 



An ageiiey close to the top in tv spot expenditures seenis to be having a tough 
time adjusting its accounting system to the electronic iimehine it installed a few 
months ago. 

The result: it's been running considerably behind station payments. 

lu scvoral instances it has issued to station bulk checks on acconnt. 
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WJW-TV general manager 

(Continued from Sponsor Week) 

salesman, and national sales man- 
ager. In his capacity as national 
sales manager, he spent two years 
in Storer's New York Sales office. 
Buchanan was named general 



sales manager of WJW-TV, Cleve- 
land, in February, 1961. He is a 
graduate of the University of De- 
troit, a veteran of the U. S. Marine 
Corps, and a member of the Cleve- 
land Advertising Club, the Variety 
Club, and the Cleveland Athletic 
Club. 



Advertisers 

U. S. Rubber is expected to an- 
nounce the new agency for its ac- 
count within the coming week. 

In the running are six-seven agen- 
cies, with the prize around $12 mil- 
lion. 

The account's been at Fletcher 
Richards for many years. 

Liggett & Myers (JWT) last week 
picked up an additional 31 commer- 
cial minutes of network nighttime 
for the 19B2-63 season. 

The supplementary buy was on 
NBC TV. 

The account also ordered spon- 
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sorships in three contemporary NBC 
documentaries: The Nile, the Last 
of the Maharajahs and the Polaris 
Submarine. 

Entailed is about $1.2 million in 
billings. 

Campaigns: National Shoes is 
launching its fall campaign with 
1,850 one-minute radio announce- 
ments per weei<, and tv participa- 
tions in children's programs, movies 
and specials (WOR-TV). Agency is 
Mogul, Williams & Saylor . . . Local 
tv spots are scheduled, via Ted 
Gotthelf Associates, for Beam de- 
congestant eyedrops, manufactured 
by Charles Pfizer & Co. . . . Mogen 



David, expanding its advertising pro- 
gram, will co-sponsor the new Jack 
Paar show on NBC TV and continue 
participations on the "Tonight" show 
with Johnny Carson . . . Heublein 
is planning a heavy tv schedule on 
all six New York channels for Har- 
vey's sherries. Campaign will run 
from October to Christmas. 

PEOPLE ON THE MOVE: Leonard 
Caust to manager, marketing infor- 
mation at Lever Brothers. 

Agencies 

Added to the roster of Midwest busi- 
ness leaders slated to appear on 



Wade Advertising's tv panel show 
were three top Chicago executives. 

The new additions are Judson S. 
Sayre, chairman of the Norge Divi- 
sion, Borg-Warner Corp,; William G. 
Karnes, president, Beatrice Foods 
Co.; and Robert L. Gibson, Jr., presi- 
dent, Libby, McNeill & Libby. 

The half-hour Saturday night pro- 
gram, "Mid-America Marketing on 
the March," will begin 6 October on 
WGN-TV. 

On the first show Charles H. Percy, 
chairman of the board, at Bell & 
Howell, will discuss his firm's ap- 
proach to marketing. 

Agency appointments: The Fresh 
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Fa and Winter Pear Advisory Board 
for the state of California re-appoint- 
ed Wade Advertising . . . Hires Root 
Beer to Fuller & Smith & Ross, Chi- 
cago . . . Lever Brothers to Reach, 
IVicClinton for Breeze, a detergent, 
from Stauffer, Colwell & Bayles . . . 
Tidewater Oil ($2.5-3 million) to Grey, 
effective 17 September . . . Ezest 
Products to Resor-Anderson-Etc. for 
its line of polishing and cleaning 
products . . . New York-New Jersey 
Metropolitan Area Rambler Dealers 
to Needham, Louis & Brorby . . . 
Bakon Yeast to The Wesley Asso- 
ciates. 

New v.p.'s: William B. Phillips and 
Eugene F. Hunt at Ketchum, Mac- 
Leod & Grove . . . Elmer Jaspan, 
associate director of the radio-tv 
department, at Lawrence C. Gum- 
binner . . . M. Robert Siegler at Art 
Gelb . . . Robert C. Diserens, Rich- 
ard J. Lord and John C. Weaver to 
Benton & Bowles . . . Richard E. 
Davis, Richard I. Rossheim, and 
Robert A. Sowers at BBDO . . . John 
H. Hatheway at Y&R. 

(ET MIX 




THE 

Ihot 

BUY 

EVERY 

MONTH 



1 ^W-I^.E33 









PEOPLE ON THE MOVE: Charles 
Manno to tv-radio producer for 
Campbell-Ewald . . . Dewaine Wall 
to account executive at Ben Sack- 
heim . . . Robert Munday to account 
executive at K&E . . . James L. Horn- 
ing to account executive at Wilson, 
Haight & Welch . . . John Cunning- 
ham to the account service staff of 
Smith/Greenland . . . Eileen Wherity 
to media director at William Hart 
Adier . . . Don McKeehen to creative 
department of the Seattle office of 
Pacific National Advertising . . . 
Branch R. Moeling to research an- 
alyst at Buchen Advertising . . . John 
H. Porter to account supervisor at 
Ogiivy, Benson & Mather. 

Associations 

The Georgia Association of Broad- 
casters will take up what it calls the 
"growing crisis and dilemma" over 
CATV on 16 October at the Dinkier- 
Plaza Hotel in Atlanta. 

At the same time, the GAB will 
host the industry's first workshop 
for executive secretaries of state 
broadcasting associations. 

A plea to inform the public of re- 
straints on broadcast journalism was 
issued to the nation's broadcasters 
by an NAB executive. 

In his appeal, Howard H. Bell, NAB 
vice president, singled out the ban 
against broadcast coverage of court- 
room proceedings which is em- 
bodied in one of the American Bar 
Association's canons. 

He also assailed the equal time 
section of the Federal Communica- 
tion's Act which limits broadcasters' 
freedom to program appearances of 
political candidates and the ban on 
broadcast coverage in the U. S. 
House of Representatives and its 
committees. 

However, he said, despite discrim- 
inations against broadcasting as a 
news medium, "there has been a 
notable lack of concern on the part 
of many broadcasters." They need 
to be more aggressive in expanding 
editorial coverage and strengthening 
the quality of their news services. 
In addition, they must launch a 



campaign to enlist the support of 
the people. ^ 

A special committee of FM broad- 
casters set up by the NAB has been 
reactivated and will meet on 29 
August to study current FCC pro- 
posals. 

This mobilization followed the 
FCC's approval on the NAB's peti- 
tion to extend the deadline for filing 
comments on the Commission's fm 
rule-making proposals. 

(For further details, see last 
week's SPONSOR, p. 62.) 

The New York State Broadcasters 
Association has recruited Lowell 
Thomas to speak at a dinner of their 
first annual executive conference, 
"Fun and Forum." 

Mr. Thomas, world-renowned ex- 
plorer, author and radio commenta- 
tor, is now in his 32nd year on the 
air. He is expected to discuss the 
world situation and the responsibility 
of broadcasters in keeping the pub- 
lic informed of worldwide develop- 
ments. 

Sam Slate, vice president and gen- 
eral manager of WCBS, New York 
and president of the Association, 
will preside over the three-day con- 
ference. 

Trade Date: The Florida Association 
of Broadcasters will hold their fall 
board meeting on 21 September at 
the Grand Bahama Hotel and Club, 
West End, Grand Bahama Island. 

TV Stations 

WJXT-TV, Jacksonville did another 
study— this one in May— on parents' 
attitudes toward the purchasing in- 
fluence of children. 

This survey indicated that only 30 
per cent of the parents reported no 
buying influence by younger chil- 
dren (under 7 but old enough to 
watch tv) and only 33 per cent felt 
that older kids do not sway buying 
decisions. Almost half of the par- 
ents acknowledged either "very 
strong" or "slightly strong" influ- 
ence. 

Also revealed was that children 
induced purchasing of such tv-ad- 
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vertised products as cereal, soap, 
toothpaste, peanut butter, soft 
drinks and candy. 

WTHI-TV, Terre Haute put together 
and circulated a study of Brand 
Preference in its area. 

The aim of the study is to give 
the advertiser information about his 
product's public acceptance com- 
pared to competition and to furnish 
his brokers, jobbers and distributors 
with a sales and merchandising tool. 

Also included is a special section 
on shopping habits and household 
Information. 

Ideas at work: 

. WBAL-TV, Baltimore had its 
young viewers guessing the contents 
of a mystery egg and sending in pic- 
tures of the new baby prior to its 
hatching; the contest was part of the 
first-anniversary celebration of their 
kid show, "Miss Rhea and Sun- 
shine." 

• WCCO, Minneapolis, and Robert 
Hall stores have worked out a novel 
bit of promotion during the 10-day 
run of the Minnesota State Fair. At 
various intervals— 40 of them— WCCO 
TV will cut into the WCCO-Robert 
Hall setup at the Fair and give the 
people at that spot a minute's op- 
portunity to wave hello to their 
friends back home. The Arkwright 
agency contrived the sponsorship of 
the 40 one-minute spots with the 
station. 

Sports sales: An 11-game schedule 
of "High School Football" on KGO- 
TV, San Francisco to The Pacific Gas 
and Electric Company. 

PEOPLE ON THE MOVE: William J. 
McCarter to development officer for 
the National Educational Television 
and Radio Center . . . Georgene De 
Luca to administrative assistant in 
the business affairs department of 
WABC-TV, New York . . . Larry Zeman 
to Chicago office of KTTV, Los An- 
geles as account executive . . . Sam 
Somora to promotion director for 
KTVI-TV, St. Louis . . . Martin Colby 
to newly created post of eastern tv 
sales manager for the Triangle sta- 



tions . . . Tom Parrington to WKY- 
TV, Oklahoma City as assistant man- 
ager. 

Radio Stations 

KHJ, Los Angeles will do a three- 
hour special, "The Magical World 
of Walt Disney," on 2 September. 

The show is a humorous docu- 
mentary of the Disney studios, start- 
ing with Mickey Mouse and progres- 



Buena 



Vista motion pictures. 

Disney himself is taking part in 
the show, as will Fred MacMurray, 
star of several Disney movies. 

Ideas at work: 

. KALL, Salt Lake City is herald- 
ing the new school year with "Back- 
to-School Facts," recorded greetings 
from school principals and a spell- 
ing bee which entitles winners to 
free school supplies. 

. WWDC, Washington, D.C. moved 




Bob Rowell, of F., C. & B., joins the Tricorn Club 

Our club hat is crowning some of the smartest market-media brains in the land, 
it makes no difference whether they're adorned with crew-cuts, flat-tops, ivy- 
league-trims, Jackie K. bouffants — or just a flesh-tone expanse. Bob made the 
club's exclusive ranks by winning this required quiz: 1. What is the Tricorn Mar- 
ket? 2. What is North Carolina's No. 1 metropolitan market in population, house- 
holds and retail sales? Answer to both: the 3-city "tricorn" of Winston-Salem, 
Greensboro, High Point. He then scored a triple parlay by knowing what state 
ranks 12th in population. (Sure you knew it's North Carolina?) But the real money 
winner is the marketing team that knows WSJS Television is the No. 1 sales pro- 
ducer in the No. 1 market in the No. 12 state. c.„.., u s cen.^s 
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its Satellite Studio to a shopping 
plaza, where it staged an open-air 
Back to School Block Party. Dance 
contests were held and all attending 
were given popular records as door 
prizes. 

• WTRY, Albany-Schenectady-Troy 
organized its own space flight pro- 
gram for one of its music personali- 
ties who wanted to experience 
weightlessness. For his flight in a 
balloon contraption, the broadcaster 
took with him a microphone with 
which he described his reactions to 
the listeners. 

• KING, Seattle ran a treasure 
hunt in connection with the World's 
Fair, and offered 1,090 World's Fair 
Trade Dollars as a reward to the per- 
son who located and returned the 
Crown to the station. Clues for 
KING'S Crown were fed over the air. 

• WAPI, Birmingham celebrated 
Hawaiian Day in order to take its 
listeners on a vacation to the 50th 
state. A trip for two to Hawaii was 
awarded to a lucky person who had 
registered at one of the station's 
booths in town. 



• WABC, New York is giving away 
free to every listener who requests 
it, a booklet entitled "Suggestions 
for Hay Fever Sufferers." 

• WCAU, Philadelphia, in cooper- 
ation with the dairy industry, con- 
ducted a campaign to promote the 
increased use of milk and milk prod- 
ucts. Listeners converged on the 
station's grounds and parking lot for 
a free picnic and open house at the 
Dairy-Go-Round. 

Football sales: Notre Dame Football 
games for 1962 on KABC, Los An- 
geles to Oscar Gregory Chevrolet of 
Paramount and Texas American Oil 
Company of Midland . . . Penn State 
football games on KDKA, Pittsburgh 
to Gulf Oil. 

PEOPLE ON THE MOVE: Hollis 
Francis rejoins WJAG, Norfolk, Neb. 
as sales manager . . . Jerry M. Lan- 
day to news director at WINS, New 
York . . . Cy Swingle to general sales 
manager for local and national sales 
at WCKR, Miami . . . Robert F. Bar- 
tusch to station manager and Edgar 
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W. Willis to assistant manager at 
WHHM, Memphis ... Ken Warren 
and Bob Harper to WING, Dayton 
. . . Frank E. Mullen to president and 
Robert Nathe to executive vice pres- 
ident of The United Stations Net- 
work ... Lee Fondren, manager of 
KLZ, Denver, to the board of direc- 
tors of CBS Radio Affiliates Bert 

Cowlan to director of community re- 
lations for WINS, New York . . . 
Kirby Ayers to executive producer 
at WCBS, New York . . . Arch H. 
McDonald to local sales manager 
for WRC, Washington, D. C. . . . Bob 
Yochim to sales development direc- 
tor at KYA, San Francisco . . . Ellis 
Marvin to director of news and pub- 
lic affairs at WEBR, Buffalo . . . 
Robert L. Owens to manager of 
KXGO, Fargo and KXJB-TV, Valley 
City-Fargo . . . Herb Briggin to ac- 
count executive at KSFO, San Fran- 
cisco . . . Phil Goldman to account 
executive at KNOE, Monroe, La. . . . 
Thom Robertson to sales manager 
for WMEX, Boston from account ex- 
ecutive at WEZE and WORL, Boston. 



KVIL (AM & FM), Dallas, started a 
four week promotion back in March 
but it ran so well it was extended 
for 10 more weeks. 

It was a promotion in reverse: 
there were only a few terse an- 
nouncements on the air, and no 
ballyhoo, but prizes given for writ- 
ing in turned out to be enormously 
valuable: a trip to Mexico City, a 
Dior gown, cash, appliances, food 
and freezers, and vacations. Even- 
tually over 10,000 replies were re- 
ceived. 

The fm outlet of Michiana Telecast- 
ing Corp., has signed on the air. 

The station is currently duplicat- 
ing the WNDU, South Bend schedule. 

FM Group Sales, a new rep firm, 
has added to their accounts national 
radio advertisers in New York and 
Chicago who have never used fm 
radio before. 

Philip Morris and Curtis Publish- 
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Ing have placed 52-week orders with 
a group of six fm stations in Los 
Angeles through the firm. 

Philip Morris (Benton & Bowles) 
is running seven "group minutes" 
per week; Curtis (BBDO) has sched- 
uled five group minutes and five 
group half-minutes. 

The rep firm also represents a 
group of six stations in Chicago, and 
plans groups in New York, Boston, 
Detroit and San Francisco. 

Among the major advertisers show- 
ing interest in fm stereo is Phiico, 
who will sponsor an all-night pro- 
gram on WTFM, New York. 

The program is "Moondial," an fm 
stereo segment broadcast from mid- 
night to 6 a.m., Monday through Fri- 
day. 

Philco's contract extends through 
December, 1962. 

Fm here and there: 

• KHIQ (FM), Sacramento began 
multiplex stereo broadcasting with 
a special three-hour program. The 
station is planning a full-time sched- 
ule of stereo. 

• WSBT (FM), South Bend, began 
fm broadcasting on 12 August. Ar- 
thur R. O'Neil, general manager of 
the WSBT stations, announced there 
would be special unduplicated pro- 
grams throughout the week. 

PEOPLE ON THE MOVE: Richard J. 
Wall to sales manager of KCMO 
(FM), Kansas City . . . Robert Flan- 
ders to manager of WFBM-Muzak, 
Indianapolis . . . Niel A. Buckley to 
commercial manager and assistant 
general manager of WFOL, Hamilton- 
Fairfield, from account executive at 
WPFB, Middletown. 

Station Transactions 

The first tv station licensed from the 
start to telecast in a foreign lan- 
guage—and the first Spanish lan- 
guage station in Los Angeles— is 
KM EX-TV. 

The station starts in September 
on channel 34. It covers 800,000 per- 
sons of Mexican origin in the area, 
the third largest Mexican community 
in the world. 



Manager is Julian Kaufman. The 
station is jointly owned by Fouce 
Amusement Enterprises, Rene An- 
selmo, Edward Noble, Emilio Azcar- 
raga, and Kaufman. 

The station will become the flag- 
ship of the recently organized Span- 
ish International Network, which al- 
ready has five vhf's and one uhf 
along the U. S. -Mexican border. 

KMEX-TV will spend $100,000 for 
advertising and promotion before it 
goes on the air, through Kenyon & 
Eckhardt. 

Networks 



NBC TV this year invested its dis- 
patch to editors of publicity files on 
the fall nighttime series with touch 
of Madison Avenue. 

It enclosed this bulky collection 
in an attache case. 

And to add a little more the editor 
got his initials imprinted on the 
case in gold. 

TV Sales: Liggett & Myers bought 
one-half sponsorship of "The River 
Nile," an NBC News tv special. Buy 
was made via J. Walter Thompson 
. . . The Institute of Life Insurance, 
Bristol-Myers and Goodyear have 
signed for full sponsorship of the 
coming national and local elections 



on CBS TV ABC TV's "Tennessee 
Ernie Ford Show" to Vick Chemical 
for six months beginning 1 October. 
Agency: Morse International. 

New affiliate: WGGG, Gainesville has 
joined the CBS Radio Network. 

PEOPLE ON THE MOVE: Richard N. 
Burns to director of contracts and 
assistant business manager and 
Julian J. Linde to contract manager 
at CBS TV sales department . . . 
Walter Stein to director of research 
and sales for ABC TV o&o's . . . 
William F. Asip to sales department 
of CBS as account executive . . 
Armand Grant to vice president \v\ 
charge of daytime programing at 
ABC TV. 

Representatives 



The North Dakota KX Network, com- 
posed of five tv stations, has ap- 
pointed Young Television as its na- 
tional rep. 

This is the first time all stations 
are being represented by one firm. 

The stations involved are: KXJB- 
TV, Valley City-Fargo; KXMB-TV, Bis- 
marck; KXAB-TV, Aberdeen; KXMC- 
TV, Minot; KDIX-TV. Dickinson. 

Four account executives and a di- 



T<»ii :Nee iii<»re <»g»|»<»riiiiiiil<\s 
ilir<»ii^lt <»iir eves 

Aiul )<.u are pn.l.vtcd from llie lKi/ar<ls of n.-g-.tialing nn 

ouii 1)\ IJIackburnV pciiotialinfr kiKiule.ljie of nuirk.-l-^. 
W'c <lo not out list.: .-vt-rv >al.- i> han.ll.fl on an 

in.livi.lual l>a>is. .'^ecinfr the total pirturo throupl. oi>r o>(- 
ui.l.-n..^ opportunities an.l narrow > the risk for l.olli l.iner 
an.l M-ller. 



BLACKBURTV & Comi>any, Inc. 
RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 

WASHINGrON, D. C. CHlZkCiO ATLANTA BEVERIV HILLS 

lames W. Blackburn H. W. Cassill Clifford B. Marshall Colin M Sclph 

jack V. Harvey William B. Ryan Stanley Whitaker C Benwtf Urson 

Joseph M. Sitrick Hub ackson u/;ii;,„, Bank of America Bid? 

Cerard F. Hurley 333 N. Michigan Ave. ^- wi^'ams ,455 wilshirc Blvd. 

RCA Building Chicago. Illinois 1102 Healey BIdg. Beverly Hills. Calif. 

FEderal 3-9270 Financial 6-6460 JAckson 5-IS76 CRcstviewt-81 51 
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rector of research have been added 
to the staff of The Boiling Company. 

Two of the account men, Peter R. 
Scott and Robert Cronin, have been 
assigned to the tv departnnent. Scott 
was fornnerly with the Katz Agency 
in charge of eastern tv sales and 
Cronin was with Blair. 

Joining the radio sales depart- 
nnent are Phillips Clark and Joseph 
P. Foley. Previously, Clark was with 
WVOX, New Rochelle, and Foley was 
a staff member of Paul H. Raymer 
and Weed. 

The new director of research is 
N. Gary Eckard, who comes to the 
New York rep firm from Charles 
Harrison Smith Associates, Minnea- 
polis. 

Rep appointments: WHFS (FM), 
Washington, D. C. to Herbert E. 
Groskin & Company . . . WDKA, 
Nashville to Robert E. Eastman & 
Company . . . WWHG (AM & FM), 
Hornell and WBNR, Beacon-New- 
burgh retain Burn-Smith Company 
. . . WPGC, Washington, D. C. to 
Gil-Perna . . . WSTV-TV, Steubenville, 
Ohio, to Peters, Griffin, Woodward 
. . . WFMJ-TV, Youngstown to Blair 
for national sales. 

PEOPLE ON THE MOVE: Richard 
Hartwell to account executive at 
Eckels & Co. . . . Bruce Johnson 
to the Los Angeles office of AM 
Radio Sales . . . Robert G. Hinds 
to radio account executive at Peters, 
Griffin, Woodward, Los Angeles . . . 
Patrick W. Norman to the Chicago 
office of Bernard Howard & Co. as 
account executive. 

. Film 



The United Artists name will soon 
be the one by which Ziv-UA will be 
identified. Last week Ziv-United 
Artists, Inc., announced that it would 
change its corporate name to United 
Artists Television, Incorporated, ef- 
fective 1 September. 

The change signifies the new phil- 
osophy of the merged Ziv and UA 
companies. Earlier, Ziv had done all 
its own production for tv and UA 
had dealt exclusively with independ- 



ent theatrical and tv producers. For 
a time the Ziv-UA combine exhibited 
a mixture of the two attitudes, with 
the UA philosophy becoming more 
and more predominant over the 
seasons. 

Now UA-TV will work only through 
autonomous producers, as UA, the 
parent company, does in the theatri- 
cal field. 

UA-TV is expanding its network 
programing, while continuing its 
local, regional, and foreign program- 
ing and distribution. 

Programing: Problems perplexing the 
average golfer and taken up in a 
new series. The Golf Clinic, produced 
and directed by Leonard Anderson 
and filmed at Doral Country Club in 
Miami . . . Peter M. Robeck will dis- 
tribute "Trails West" with Ray Mil- 
land as host, consisting of 52 addi- 
tional half-hours of "Death Valley 
Days" specially revised for re-release. 

Financial report: MCA Inc. for the 

six months ending 30 June 1962 had 
consolidated unaudited net earnings 
of $6,631,000, after preferred divi- 
dends equal to $1.38 per share on 
4,519,603 shares of outstanding com- 
mon stock. In addition there was a 
non-recurring item of $0.46 a share. 
Figures include MCA interest in 
Decca Records' reported consoli- 
dated net earnings for the period, 
adjusted on a "pooling of interests" 
basis. 

Sales: Seven Arts Volume III now in 
75 markets via sales to WKTV, Utica; 
KCEN-TV, Temple; WBTV, Charlotte, 
and WFBC-TV, Greenville. The Tem- 
ple station also purchased Volume 
II. . . Same distributor's Boston Sym- 
phony Orchestra series to KGUN-TV, 
Tucson, and WKYT, Lexington . . . 
Telesynd's Lone Ranger feature film 
for four more stations; KDKA-TV, 
Pittsburgh; WTIC, Hartford; WMAR- 
TV, Baltimore, and KBMT, Beaumont, 
while the half-hour series, now in 
70 markets, was sold to nine more 
stations: WRGB, Schenectady; WLW- 
D, Dayton; KSD-TV, St. Louis; 
KCMO-TV, Kansas City; KLZ-TV, 
Denver; KCPX, Salt Lake City; 
KDKA-TV, Pittsburgh; WRAL-TV, Ra- 



leigh; and WMCT, Memphis . . . Tele- 
synd's Ray Bolger sold in Canada to 
CHCH-TV, Hamilton; CJSSand CJCB, 
Halifax . . . Allied Artist Tv's Bomba 
the Jungle Boy features sold to 
WBAP-TV, Ft. Worth; WCIV-TV, 
Charleston; WGN-TV, Chicago; KCOP, 
Los Angeles; WALA-TV, Mobile; 
WDSU-TV, New Orleans: CKLW-TV, 
Detroit; WIS-TV, Columbia, S. C; 
WJBF-TV, Augusta, and WRVA-TV, 
Richmond. 

Public Service 



The New York Philharmonic concerts 
will return to the CBS Radio Network 
for the 33rd consecutive season. 

To celebrate the orchestra's in- 
augural year at Philharmonic Hall 
in the city's new Lincoln Center, the 
broadcast season will include the 
world radio premieres of specially 
commissioned works by ten famous 
composers. 

The contributing composers will 
be Samuel Barber, Leonard Bern- 
stein, Carlos Chavez, Aaron Copland, 
Alberto Ginastera, Hans Werner 
Henze, Francis Poulenc, Paul Hinde- 
mith, Darius Milhaud, and William 
Schuman. 

Public Service in Action: 

• KXOL, Fort Worth disc jockeys 
— six of them — led a campaign to 
encourage Fort Worth and Tarrant 
County residents to take the Sabine 
oral vaccine on two Sundays, 25 
July and 5 August. As a result, over 
86% of residents were immunized. 

. KRON-TV, San Francisco, will 
donate air time to debates for local 
and state political office, including 
the Brown-Nixon race for the gov- 
ernorship. 

KYW, Cleveland is presenting the 
first audience-participation show on 
mutual funds. The show is entitled 
"Program P.M." 

PEOPLE ON THE MOVE: Frieda 
Schmitt to the public affairs depart- 
ment of WHLI, Hempstead from 
Ogiivy, Benson and Mather . . . 
Paul J. Price to community service 
director of WHIO (TV-AM & FM) 
Dayton. ^ 
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HELP m&m 



(and your listeners) 




Free broadcast material - radio and TV -available for the 5th international Food Congress & Exhibition 



From September 8 through 15 food will be on the tip 
of everyone's tongue — because food's the star of the 
biggest, best Food Festival ever. It's at the New York 
Coliseum. There will be exhibits and displays (including 
one about mass media), food tips from around 

the world and an International Gourmet Super- r 

market. Among many, many other features. ,' ^'^ '"'ernationaj Foorf f" ~ 
To help you get the word out to your ; '^'^,^^0.383 ^,sdisa"AJ^!^^^^^ 
listeners and viewers about this food gala, 



we have prepared broadcast material foryou: fact sheets, 
scripts and taped ID's Plus a batch of mighty inter- 
esting feature material. All free for the asking 
So ask:just fill out the coupon and send it to the 
5th International Food Congress & Exhibition (oh. 

voucan call us 'Internationa! Food 
Congress"' BBDO, 
383 Madison Avenue, 
New York 17, N Y. 



J'^^ve.NewYorkl7,N.Y. 
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franJi talk Ki hityers oj 
iiir nivdia jurililies 



The seller's viewpoint 



/ have the jcclinii compiUrrs iritn do no more ihnn flrncdsc lime nrul in- 
crease cost ii lien it comes to leslini: market and slalion prohlems. .\a\s Ixohert 
IV. Fcrga.soii. c.xecirliie vice president and general manager of }l'TI\F-TJ\ 
Wheeling, if. la. Ferguson joined Tri-Citv V>r(mdeasting Co. as general 
manager of WTRF and WTHF TV in 1917. lie is presenth pre.sident oj the 
West Vivginia l)r(mdcasters Association and the \/lC-TV Affiliates Hoard 
oj Delegates. Ferguson .'Started out in communications as a newspaperman ; 
first as a reporter jor a Wisconsin paper, and later with the Dix newspaper 
chain and other neuspapevs up until World War 11. 




Will computers really eliminate station and market problems? 



I lia\e l)ecii readiiijr n jiicnt deal aliout llic iiicicasiiin: 
i>f conii)nters l>y ad\ ei ti.iiiij; njicncies to '\-:()])lii>ticalc 
i|uantif\" tlu'ir iiiniket data for iiiakinj; maikot derisi 



This is a 



laiieimiii 



idea, i'r 



our iiiduslr\. \\V liopo that tlie ii>e of cninijiiter- statistical standard- Ix'inj; ux'd toda\ I 



irch- 



iarly 

\ i'\|)eriencfd apciicx pt'isoiiiiel for niarki 
clarify ninin of the i)n>l>lems that iK 
■1 markets and making deeisious. 
What 1 would like to kuoi 
,2.>iiii: to he u>ed in this 

•1 from what I ■lather, the rom|)uter out|)ut is oiiK a« 
iKJod as it-; input. Specific, detailed information about anv 

market can oid\ he ohtained from 
the research data fed into the computer. 

Does this uiean that data now supplied h\ se\eral of the 
research companies, much of which is contradictory, will 
> Used? If so. I ha\e the very uneas\ feelinj; that the 
mie prohlcius that confront man\- tv stations and markets 
)« will confront them via the cominiters. with the oid\- 
ITcrence hcin? the decrease in time it takes to come to 
e same decisions, and the increase in cost for u-inir the 
)m])uter to arri\c at these decisions. 

Or will the use of computers finally herald the heiiin- 
nj: of an era when the research material, ^vhich a t\ sta- 
tion in a market spends much time and monev to fralhei. 
ised to accurnlelv pinpoint the potential of the mar- 
in (jnesiion? Will the c<imputer~ feed a (|nalitati\ e. as 
as i|uanlilati\e sumniar\ of a market's potential to the 
media experts that will e\entuallv make the marketini' 
decisions? 

These are not im|)ertinent (piestious. WTIxF-TV. as has 
iiany other stations, has been one of the victims of the 
"lost homes" brigade that seems to croj) uji from time to 
ime in research findinas l)\ bujiposedly reputable re-ear(b 
irpani/alions. I wonder if the computer will find the 
20.000 homes, say. that we might have lost from one rating 
period to another. No one else got them, according to our 



studies, and ue just wondered if 20,000 homes just ^a\( 
U]) on tele\ision for the duration. 

Or will the computer be able to accejit the fact that 
there is such a thing as a l\ market as <ippo~ed to a new- 
].aper or other market. Man\ of th.- current research and 



deteri 



market consist- of are outmoded throw back- 
There arc a gieat number of l\ markets today which suffer 
what data ov information from the iconoclastic \ oke which market re~lriction~ hung 
-age compnter-coutrollcd on them U su. b liighK respected an.l oHicial document^ 
Standard Metropolitan statistical Data bookht i- 
each \ear b% the lUircau of Cen~u^. This i~ a tome 
f that has \<-t to recogni/.e the fa< t that tchn ision i^ a me.li- 

\ other barriers to make it the most innuential selling 
dimn the world has ever known 

fhcsc are things we don"t know, yet thc\ arc highlv im- 
itant factors that aie ledected in our national sales 
nres. If the cud i)rodu(l of the < omputer usa2c \<\ 



re-ull i 



Hilar i 



(•le\ 



kel ratings and rankings, we doubt that the agencie- and 
the clients, for whom the\ will be iiive-ting all of llial 
mone\. will be in receipt of an\ better or more accurate 
information than the\ are at ])r<'~cnt. 

a~ station o])eralors. we would welcome aii\ 
of new media measun'Mient programs that would gi\c the 
-tatious die full siatislics on their actual market c< \eragc. 
Statistics that would pro])erlv e\aliiatc growing. jflbKMil 
markets such as ours here in the W bccling -l. ubenv ilh 
We^t Virginia, area and would alh'\iate nunn of the di- 
crepancies that scem to consiMcnlb blur the a. mrale irnag. 
of a station's trn.- covei 
Measuring s,.r\ ices h 
Metro ratina- do not g 
make-u]). \ow-. if ( omp 

tors will be the first to s 



ge lure. 

\e -lowlv acc(>pted the fa( t thai 
i(- a conifilctc picture of market 
ler- can be utilized to gi\( a coni- 
- in a !:i\en market, -talion opera- 
V. '-Th.inks. well done." ^ 
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SPOiMSOR 
^ SPEAKS 

Defining advertising goals 

W<- vnu.ci\ it ^^\wn it wa^ pnhlisliod hl^t fall. \\V liavc 
hoeii lioostiii^ il cviT ^iiue. (Tlic ollior day a Icadiiif; New 
York >tati()ii ri'p told iis lie had road it on oiir rccomiiuMida- 
tioii. and lias -iiicc ordered copies for every one of his .-ale^- 

Ihit e\eii so. and tlespile fairly heft> -ale.- in the indn-try. 
ue don-t think lhat the AX^V hook. -Defining A.Kertisin- 
Goal- lor Measnre.l Adverti.-in- Hesidts" has yet reached 
all the i)eoi)le il ^houi(l. 

In our opinion il is nui.-t rt>ading for e\cr\ sci ioiis acKer- 
trsin<^ man. and it is of s|)eeial ini|)ortance to those in hroad- 
eastin^ Nvho sell time and jjrojiranis to national and regional 
ad^erti-er^. 

Tlie \\\ hook relleet^ tl..> thinking of praetieally all the 
i)liie chip aecoimls in the hnsiiiess. (It was put together hy 
a committee of ad\ei'tising direetoiv from such cor])oi'ation- 
as WVslinghonse. i.ever. L . S. Sleel. Bristol Myer>. General 
Foods, working in coiisidlation with repiesentati\ cs of P&G. 
General Motor-. S. C John-on and many others. ) 

It is a clear, and i)erha|)s deceptiveh -imple slatemenl 
of llie i)riricii)ie- under which tlie.-e company ()i)erate their 
advertising programs. It (hx'rvcs not quick, hurried reading 
hnt real attenlion and study. 

■■Defmiug \dverti.sing Goals for Measured \<Kertisiug He- 
-ult-"' can he ordered through the AW. E. 1 Ith St.. \ew 
York 17. If \ on don't ha\e it in \onr library, you should. 

SPONSOR'S new Timebuyers' Guide 

While we're on the suhjecl of hooks (this i> j)raetically 
l)ook I'romoliou Week! ) we warrt to l>lug one of our own — 
ihe -parkling new l%2-();5 7/ Timchiiycr.^' Guide which you 
will receive with your cojiy of si'()\s()i;\s |() Se|)teudier i — ue. 

We're certain you'll frud it the mo.-t i)ractical. handy. 
\aluahle dcskdiook of 1\ nuirkel iuforuuilion e\er i)Ul logelh- 
cr facts, frgurcs. hillings, viewing and other data for 0] 
leading t\ maikel-. arranged for timehuyer and media dt>- 
liarlnieiU Use. 

Kcei) \our e\c oul f.)r tiie i<)()2-();5 '/'/■ Time ninris' Giiidr 
and let u- know at soon as possible if you'll waul extra 
co|)ie- for others on your slalT. or in your clienls" ollices. ^ 



lO-SECOND SPOTS 

Typists: Mechanical cngiiicers ha\e 
ascertained tlial a i)rcs>urp of 12 
ounces is excrtcrl widi each stroke on 
a t\ riter ke\ . Thu-. the) estimate, 
if a speed) -ecretary t\pes steadily 
eight hours a (lay. she will use as 
much en(>rg\ in one (lav as is re(]uir(>d 
to sho\el uiure than 100 tons of dirt. 

Application: Heard ou Jack Ster- 
ling's WCiJS radio sho«: While 
processing joh applications at a big 
conipau). a personnel manager came 
ujitin an jpplicaiU who had answered 
one of the ([uestions in an unusual 
manner. The ([uestion was: "Person 
to notify iu case of accident.'" which 
he fdled in: '• \u\ body in sight.'' 

Ballet: Not \ i'v\ long ago. a family 
watched a telecast of the Russian 
ballet. The \oungster in the group 
watched the entire performance in 
silence but when it was o\er be asked: 
"\\'h\ do they make all the girls stand 
on their toes? W'oubln't it be easier 

Television: Tr Guide recently noted 
that a good (juiz-.-bow emcee must 
ba\e exceptional (lualifuatious: he 
must be a glib talker and an attentive 
li-tener. i5nt tbt> non-atteuti\ e enieee 
can giNc network ..truials ulcers, the 
nuigazine said. n>ferring to the storj 
of the inattentive emcee who asked a 
woman contestant bow nian\ children 
-he ha.l. 

■•Three.- .-aid the lady. 

■'Fine!'" responded the emcee. "And 
what does your bnshand do?" 

"lie s dead.- >he >aid. 

"Fine!"' said the emcee beartih. 



Ad astra: An industry source passed 
this along. Toward the end of the 
2()lli century, a ruit(-d Nations S[);ire 
IXploiati.ui team lande.l ou au un- 
known planet far onl in space. Quiel- 
Iv waUhing ibe t>arlblings debark 
fiom their space craft wer.^ two little 
green men titling on llic (>dge of a 
crater. Later, as (lie little green men 
Inrned ibeir backs on the buslling 
group b.dow Iheiu. one said to the 
.)lber: "W c\\ there goes that neiuli- 
boihood!" 



7(1 
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Teen Views . . . o Junic 
WOC-TV . . . wos o juni 
of seven months, these s 
writing, producing, directing, p£ 
the top JA Compony, WOC TV is 
stroted — ond leorned — free 



tudents c 



)nd selling (ot o profit). . 



\\'OC-T\' is more than a member of the communitN- . . . it's a mem- 
ber of the family. With responsible loeal programing, \\'OC-T\' has 
ereated a lo\-al audienee that responds with enthusiasm. 
Sueh attention earries a tremendous impact on the 2 liillion dollar 
niarket co\cred by the \V()C-T\' signal. The a\erage household 
has an effeetive buying income of $6,091" and part of what and why 
they spend is acti\ated b> what tbe>- see and bear on WC)C-T\'. 
The image and impact created b> \\'()C-T\' is guen impetus In 
an effecti\e sale.s co-ordinating staff that establishes and main- 
tains constant liaison lietween the advertiser and his retail outlet. 
For full information about \V()C-T\', see your VC.W Colonel. . today! 



woe 



TV 



DAVENPORT IOWA 





Rait C/Loft GaMik^ (WU 




The Friendly Group 
becomes 

RUST CRAFT 
BROADCASTING 
COMPANY 

A famous name in broadcasting now 
joins with another famous name . . . 
Rust Craft Greeting Cards. Result: 
new depth in creative imagination, 
management and merchandising to 
give you better service than ever! 



• WSTV-rv*(CBS), WSTV AM.Steubenville.C 
• WRGP TV (NBC), Chattanooga, Tenr 
■ WRDW-TV, (CBS) Augusta, Ga. 
. WBOY TV, WBOY-AM (NBC), 



EXECUTIVE HEADQUARTERS: 

John J, Laux, Exec. Vice Presiden 
Steubenville, Ohio 
NEW YORK OFFICES: 
Lpe Gayncr, National Sales Manag 
Fred Weber, V.P., PlanninR Developn 
680 Fifth Ave., N.Y., Canada House, JU 6 
REPRESENTATIVES: 
•Petprs-Griffin-Woodward, Inc.; 



